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Rough Proofs 


The New York Yankees, back in 
their Own green pastures, will gladly 


tial spirit is now fully developed 
throughout the Middle West. 
~~ w= F 
Since Mars candy is 
from radio to magazines, represen- 
tatives of this medium insist that 
somewhere in the picture 
the infallible Dr. I. Q. 
v 


- 


The Window Shade Institute in 
its néw advertising campaign will 
offer its favorite product as an aid 
to day-time snoozing of war work- 
ers, but the latter will settle for a 
sure method of silencing the kid 
next door. 

Vv 


vy 


The current practice of mailing 
government printed matter via 
frank enables an inarticulate con- 
gressman to mail an undelivered 
speech to people who wouldn't have 
wanted to hear it in the first place. 


v v v 

Three soap manufacturers are 
among the first ten national adver- 
tisers for 1940 and 1941, and still 
there are some doubting Thomases 
who question the value of clean liv- 
ing. 


=~ + 


Some motorists in the East are 
looking at their empty tanks with 
a wistful eye as they realize that 
it’s a lot easier to get gasoline ra- 
tioning cards than to get gasoline. 


v v v 

You can lead a horse to water, 
but you can’t make him drink. And 
likewise you can send a tired busi- 
ness man to a convention. 


v v v 
Gladys the beautiful receptionist 
says that maybe those British gen- 
erals Rommel has been outfoxing in 
the Egyptian campaign haven't been 
getting their full supply of noodle 
soup. 
v 


v YF 


Roy V. Wright, who is a railroad 
editor and a state senator in New 
Jersey at one and the same time, is 
the closest current parallel to Dr. 
Jekyl and Mr. Hyde. 

v 


v v 


Even the intrepid hero who faces 
shot and shell without a 


tremor 1s 
very likely to duck when a news 
photographer explodes a flashlight 
in nis face 


> = © 


he old-fashioned housewife who 
i to find time for an occasional 
ge game by liberal use of her 
ty can-opener now has a daugh- 


ter who engages in war work with 
the aid of a ready-to-use soup mix 
v v v 
With conventions and meetings 
timmed to skeleton proportions, 
Wha’ is going to become of the fel- 
low who habitually carries a gavel 
Mm his hip pocket? 
v v v 
W income taxes the way they 
“re, about the only aristocrat who 
fan become completely independ- 
en ; 
nt ith his current earnings is 
Whi way. 
Copy Cus. 


is still | 


| 
| 


| 


endorse the statement that the mar- | 


switching | 


FARM VICTORY 
ti 


"The Arsenal in the Clover 
| 
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| INTERNATIONAL HARVESTER 
wow . Co a 


International Harvester Co. took 1|,200- 
line space in more than 130 newspapers 
last week to carry this report on a 
dealer-company drive which brought in 
more than 1,350,000 tons of scrap metal 
from America's farms. Full pages in 
Business Week, Newsweek, Time and 
United States News will circulate the 
same success story in mid-July and a 
“Thank You" message to farmers is ap- 
pearing in July issues of farm papers. 
Aubrey, Moore & Wallace is the agency. 


Hallmark Cards to 
Sponsor All-Navy 


Sustaining Show 


Greeting Card Maker 
Once Again Expands 
Advertising Program 


Chicago, July 2.—Hall Brothers, 
Inc., of Kansas City, manufacturer 
,of greeting cards which pioneered 
the use of national advertising in its 
field three years ago, has found the 
use of the advertising tool so valu- 


able that it will launch its most 
ambitious campaign Aug. 21 when 
it assumes sponsorship of “Meet 


Your Navy,” unusual service show 
which has been on the air on a 
sustaining basis since the beginning 
of the year. 

The greeting card manufacturer 
will air the half-hour program over 
a minimum of 93 stations of the 
Blue Network at 9 p. m., CWT, 
coast to coast, under an initial 26- 
week contract Henri, Hurst & 
McDonald, the Hall agency, is in 
charge 


All-Navy Talent 


“Meet Your Navy” produced 
Al Boyd of WLS, Chicago, in 
cooperation with Lt. Holman Faust, 
radio officer of the Ninth Naval 
District, under the direction of Lt 
Comm. E. E. Peabody, in charge of 


Is 


by 


the band, music and entertainment 

department of the district, and in 

civilian life known as Eddie Pea- 
(Continued on Page 30) 
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$1,500,000 War 
Break July 20 


_ Magazines, Spot Radio 


Scrap Drive to 


PROGRESS REPORT 
— Enough steel plates 
for 100 ships... 
on el kes tuemed out in 1 month 


on an unprecedented scale will soon | 
tackle one of the two principal | 
bottlenecks to war production—the | 
|salvage of waste materials. (The 
other bottleneck is transportation.) 

Full details of the vast, inte- 
| grated program of advertising, mer- 
chandising, publicity, and personal 
selling that will be launched July 20 
to secure vital war materials from | 
the public, from industry, and from 
farms were revealed today. 

A three-month paid advertising 
campaign, financed with an initial 
appropriation of $1,500,000 by the 
members of the American Iron and 
Steel Institute, will actually be the 
kickoff of a continuing program of 
salvage of junk—waste iron, steel, 
rubber, copper, brass, alufhinum, 
zinc, lead, paper, fats, tin cans 
manila fiber, burlap and other vital 
materials—that will last for the 
duration. 


All Dailies Included 


Virtually every English language | 
daily will be included in ‘he list 
of 1,791 newspapers that will ‘o 


Will Use Newspapers, 


and Farm Papers 


BUT WE ARE STILL NOT SATISFIED 


UNITED STATES Sree 
“ Pe 


UNITED STATES STEEL 


uss 


This is the initial copy in the first na- 
tional newspaper campaign ever used by 
United States Steel Corp. The series 
was launched last week to present the 
company's war production story to the 
public. Four insertions are planned, in 
more than 260 newspapers of 168 cities. 
BBDO handles the account. 


Bendix Tells Role 
of Air Instruments 
in New Campaign 


(Picture on Page 31) 


South Bend, Ind., July 1.—Seek- 
ing to tap a future market that is 
growing rapidly the armed 


the full page “vital message” from 
Donald Nelson, chairman of the 
War Production Board, that will 
initiate the campaign on July 20. 
Essentially the same message will 
appear in double page spreads in 
Business Week, Collier's, Life, 
Newsweek, The Saturday Evening 
Post and Time; and in a form tuned 


as as 


to the audiences of 61 business| forces train pilots and mechanics, 
papers; 44 farm papers, and weekly|the Bendix Aviation Corporation 
newspapers published in towns not/ this week initiated an expanded 


served by dailies. 

Blanket national spot radio cov- 
erage is claimed for five one-minute 
radio announcements daily for 13 
days on each of 213 radio stations. 
Announcements transcribed by 

(Continued on Page 25) 


general magazine campaign 
Initial four-color spreads appear- 
ing in Collier's, Life, and The Satur- 
day Evening Post during July will 
be followed by full-color pages in 
the same publications at regular in- 
(Continued on Page 28) 


Last Minute News Flashes 
Industry-Wide Dairy Drive Starts Soon 


Chicago, July 3.—On the heels of a statement by Secretary of Agricul- 
ture Claude Wickard that cheese requirements for the Lend-Lease pro- 
gram had been met and that plentiful supplies for the home market 
remain, the dairy industry revealed it will undertake a national promo- 
tional drive to merchandise and other dairy products. Owen 
Richards, general manager of the American Dairy Association here, told 
ADVERTISING AGE that the effort would encompass all branches of the 
industry. The State of Wisconsin yesterday contributed $15,000 to the 
campaign fund. An unannounced will direct the campaign 


cheese 


agency 


Mentholatum Account Goes to J. Walter Thompson 

Wilmington, Del., July 3. Advertising of t 
has been placed with J. Walter Thompson 
company’s advertising department continues 
ecutive offices in Buffalo No advert 
but Mentholatum expenditures last 
new magazines papers. 


he Mentholatum Company 
New York The 
with plant and ex- 
plans have been announced, 
are estimated at $250,000 


Company, 

here, 
sing 
yeal In 


spapers, and farm 


Albert Brown Heads Consolidated Hecker Ad Set-Up 


New York, July 3 Hecker Products Corporation has consolidated 
its advertising activities and those of its subsidiaries, including Best 
Foods, Inc., and Standard Milling Company, in a single department under 
the direction of Albert Brown, who has been Best Foods advertising 
manage! No announcement has thus far been made on the agency set- 
up, Which continues with Benton & Bowle indling Hecker’ hoe pol- 
ish division and Best Foods; Duane Jones Company, for Hecker cereal 
products; and Leo Burnett Company for the flour division. 


Hayes Moved Up by California Edison Company 

Los Angeles, July 3.—Howard W. Hayes, assistant advertising manager 
of Southern California Edison Company for the past ten years, has been 
named advertising manager to succeed R. G. Kenyon, who has been ad- 
vanced to assistant vice-president. 


| nance, 


How Advertising Speeds 
‘War Work Told to NIAA 


Industrial Advertising 
Men Hold Largest and 
Most Useful Meeting 


(Other reports of the National 
Industrial Advertisers Association 
meeting appear on Pages 4, 6 and 
28 of this issue.) 


Atlantic City, N. J., July 1.—The 
dramatic story of the successful 
application of advertising and sales 
promotion methods to the great 
task of speeding war production 
was told by representatives of in- 
dustry at the annual convention of 
the National Industrial Advertisers 
Association which closed here 
today. The success of labor-man- 
agement committees in organizing 
production drives was declared to 
represent the beginning of a new 


era in labor relations in America. 

Thomas F. Joyce, vice-president 
and advertising director of RCA 
Mfg. Company, whose “Beat the 


Promise” campaign set the pattern 
for many of the production drives 
which have been staged since, was 
chairman of the session devoted to 
this important subject. Some of 
the posters and other material used 
to great effect by RCA were dis- 
played, 

Alfred M. Staehle, 
Factory Management 
who keynoted 
declared that good 
are the basis of successful efforts 
along this line, and urged that 
many more than the 900 companies 
which are cooperating with Donald 


publisher of 
and Mainte- 
the session, 
labor relations 


Nelson and WPB undertake the 
program, which he said is necessary 
to the full success of the war 
effort. 


Visualize Workers’ Tasks 


J. M. McKibbin, manager of sales 
promotion and training of Westing- 


house Electric & Mfg. Company, 
presented slide films and moving 
pictures which have enabled the 


company to show each worker how 
his individual task contributes 
directly to the war production pro- 
gram. He emphasized the impor- 
tance of proper staging of the cam- 
paign, and told of the ceremonies 
followed in the presentation of ban- 
ners to each manufacturing division 
which beats its quota. Officers of 
the Army, Navy and Marines par- 
ticipate in these events, whioh have 
aroused keen enthusiasm through- 
out the organization. 

C. J. Symington, president of the 
Svmington-Gould Corporation, em- 


phasized the value of suggestion 
made by employes in developing 
new and better production methods, 
and said that scores of these idea 
have already been put into practice 
He asserted that the successful 
cooperation of employes and man- 


agement augur a greatly improved 


industrial relations situation afte 
the war. 

J. T. Chirurg, Boston agency 
head, and C. H. Kirchner, sales 
promotion manager of the Inde- 
pendent Pneumatic Tool Company 
Chicago, whose use of radio and 
newspaper advertising to stimulate 
community interest in industrial 
production has been widely publi- 
cized, discussed other phases of the 


program. Mr. Chirurg emphasized 


the necessity of winning full em- 
ploye cooperation in small plants 
to insure their active participation 
in the program 

The convention, which was held 
three months ahead of the time 
originally set because of war 


ia a x r ae y , : + . eS 2 r — « , ihe m : 
a Po r. 
mei CAGO NEW YORK 
es As N : 
i BL ISHED 330 WAST “- 
: Srl Y/ar 100 R y mt 
WW EMO ST. SECOND ST. 2; 
337 Ce LLL BR. 936432 a 
i i i — 
re Pe es 
0 ee fi 
| S es 
| i> | - - Saw - -~ 
_§ Sos " — jen . mi 
= Re ae ; { be 
apa ty rg ~ ~ Re 
be = 4 
| i 
ie € 
. es 
eS | | 
ee : 
‘ 
‘ \ 4 
ee ; 
: | a ee ee ” 
a I 
ee me a 
Ss - 
| | ' ee ee 
is PE 
= Fe 
= q , 
— a 
ie Ti: 
uf ie 
2 - 
3 EEE = 
< Pp Fe 
ex x. | i s 
af .iae Be: Rieger oe Nee Qe DS MG Be RAP eee RE PO ONES SMe SO RO OP et om Ph Bee ey 
Se Seo it ee: ae a, ea gt pe oo ake Rg, St Se tage cai PO BON ee oN a ERE, te aE Pee ee TN 2 te EN, eee SR gy Saree? 2? 'E 


Bee ge 
mos, 


ann fa 3 £ te . ae 3 4 4 “ 
~ Pe * = et ‘s 
2 ? ADVERTISING AGE July 6, i942 
urgency, attracted a record - liberal discussions of industrial) ning, Maxwell & Moore, told how AT NIAA PAST PRESIDENTS' DINNER 
breaking attendance. More than|%roblems, contending that the as-| good distributor relations are being 
750 industrial advertisers, agency’) sumption that top management is| maintained when they cannot be 


executives and publishers were on 
hand. The conference was devoted 
almost entirely to a discussion of 


how industrial advertisers Can aid | 


in accelerating all phases of the 
war effort. 
Vernon H. Van Diver, manager 


of the advertising division of Union 


Carbide and Carbon Corporation, 
described the development of in- 
dustrial advertising along lines 


which would contribute directly to 
war production by supplying useful 
technical information which helps 
production men do a better job in 
all departments of industry. He 
reviewed the progress of industrial 
advertising since the last war, and 
presented slides of 1917 advertise- 
ments to demonstrate the improve- 
ments which have been put into 
effect throughout the field. The) 
tools of the industrial advertiser 
have been greatly improved during 
that period, he pointed out. 

Earl L. Shaner, president of 
Penton Publishing Company, and 
president of the Associated Busi- 
ness Papers, Inc., said that business | 
publishers and editors have worked | 


with advertisers in presenting to! 
industry the sort of information| 
which is most useful in war pro- 
duction. 


He made a plea for more; manager, jobber distribution, Man- 


reactionary is not supported by) fully supplied with merchandise. 
actual contact with the leaders of | “The only thing a wife or a dis- 
| American business. | tributor 


can’t forgive,” he con- 
Reviews Worker Copy cluded, “is neglect. 
Harvey Conover, head of Con-| Service Ads Described 
over - Mast Corporation, reviewed Raymond C. Helbig, Greenfield 


the wide range of editorial and|Tap & Die Corporation, described 
advertising information in the in- | the service advertising which is 
dustrial press by means of which| helping to make its products more 
'the great army of new workers in| useful to war production, and Wil- 
war industries is being trained to | liam E. Irish, “editor, Industrial 
turn out today’s record-breaking | Equipment News, told how adver- 
production. | tising can help industrial conserva- 
Leonard Rhodes, manager of ad- | tion during a period of shortages. 


vertising and sales promotion of| Roy V. Wright, Simmons-Board- 
Lyon Metal Products, Inc., Aurora,| man Publishing Company, described | 
Ill., described the problems of a|the work of the business press in 
manufacturer compelled to convert} disseminating essential information 
to war production, and explained} to war industries. 
the advertising campaign by means! Malcolm Muir, president and 
of which it was enabled to obtain| publisher of Newsweek,  con- 
subcontracts and to keep its plant| ducted a luncheon round table on | 
and employes busy. the world situation at Tuesday’s | 
Practical problems of wartime} luncheon, during which its editorial | 
merchandising likewise had a place | experts analyzed developments in| 
on the program. Charles G. Pyle,|the war and in the domestic econ- | 


general sales manager, Hygrade| omy. 
Lighting Division, Hygrade Syl- Bennett Chapple, assistant to the | 
vania Corporation, described the| president, American Rolling Mill 


development of a streamlined type | Company, 
of sales organization to handle war | 
business, and Louis H. Brendel, 


Middletown, O., deliv- 

ered a radio address on the role of | 

advertising in the war and the con- 
(Continued on Page 29) 


| 
‘ 


| 


| 


MEET STEPHEN JOCELYN | 
oom Buby with a future! 


| 
| 


Marcus Studios 


“My name is Stephen 
Jocelyn. My dad, Meredith 
Jocelyn, operates a pilot's 
training school here in Wich- 
ita. His business is booming 
now, and he has great faith 
in Wichita’s future. So, you 
can see why I’m a ‘Boom 


Baby’ with a future .. . born 


in boom times in a place full 
of promise.” 


THE TRUTH ABOUT WICHITA, KANSAS, is this: 
Sure! We're having a whale of a boom in 
hide the fact 


we re 


Rather than 
be afraid 


this area. 
rather than 
world. 
a future—a great 


agriculture. 


Because this is one boom area with 


future in aireraft and 


Today and tomorrow you can make 
money in this area by reaching our “folks” 


through KEE. Radio Station KIEL is by 


telling the | 
far the dominant outlet 


in this area—it’s 
the only full-time 5000-watter in the State 


of Kansas. 
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TOPEKA fosko8 
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THAT SELLING STATION 
IN KANSAS’ BIGGEST, RICHEST MARKET! 
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stad Oa CBS + 5000 WATTS DAY AND NIGHT 


Glenn D. Gillett Computed Field Strength Distribution Based on Performance 


and Previous Survey Measurements 


5000 Watts Day and 


CALL ANY EDWARD PETRY OFFICE 


Night —October 1941 


Le 


The annual dinner of past presidents of the National Industrial Advertisers Asso 
ciation found eight in attendance at the Atlantic City conference held last week 
Around the table from the left are: Charles McDonough, Combustion Engineerinc 
Co., New York; William E. McFee, American Rolling Mill Co., Middletown, O. 
Keith J. Evans, Joseph T. Ryerson & Son, Inc., Chicago, founder president 
Howard F. Barrows, Austin-Western Road Machinery Co., Aurora, Ill.; R. Davison 
New Jersey Zinc Co., New York; Stanley A. Knisely, Associated Business Papers, 
New York; Bennett Chapple, American Rolling Mill Co.; and Richard P. Dodds 
Truscon Steel Co., Youngstown, O. 


Tire Recapping 
Stressed in Drive 
by General Tire Committee Copy 


Akron, O., July 2.—The General New York, July 2.—Launchir zg 
Tire & Rubber Company launched a| the most ambitious promotion in i's 
newspaper advertising campaign | two-year history, Laymen’s Nzo- 
this week, featuring the company’s | tional Committee this week release 4 
three-year proved method of tire|a full-color page in The American 
recapping. The technique, known! Weekly. The ad offered a framed 
as the General Tire-Kraft system| painting by Howard Chandler 
of tire renewing, has the advantage | Christy, “to inspire America’s war 
of factory control and _ uniform) for religious freedom,” for one dol- 
quality. | lar. 

Newspapers of 150 key cities will| Captioned “It’s on the White 
carry 896-line advertisements every | House wall—put it on your wall, 
10 days. !” the copy reproduces a lette: 


Religious Unity 
Theme of Laymen’s 


The cities selected for | too! 
promotion are those in which the| from President Roosevelt thanking 
Kraft system has already been! Mr. Christy for a copy of the paint- 
established. This country - wide ing. The poster itself depicts Uncle 


|service to car and truck owners is|Sam kneeling, in a pose reminiscent 
| based on General’s three-year ex-|of Washington at Valley Forge, ask- 


perience with the system, and edu-|ing for the “faith and courage of 
cational copy stresses the facts that | our forefathers.” 

all equipment used is factory in- The Laymen’s National Commit- 
spected and approved, and that/|tee is a non-profit, non-sectarian 


operators are factory-trained. Some 
outdoor will supplement the recap 
| drive. 

| Newspaper copy reminds those 
eligible to buy new tires of Gen- 
eral’s virtues. Certificates, of course, 
are required for recapping as well 
as purchase of new tires. 


To Magazines, Business Papers 


At the same time, the company 
loosed a new magazine and business 
paper campaign stressing methods 
of tire conservation and urging the 
collection of scrap rubber. Typical 
copy showed the need for rubber 
for gas mask manufacture, and 
another advertisement laid empha- 
sis on the increased strain imposed 
/}upon tires during hot weather. On 
ithe list for this institutional copy 
are Army & Navy Journal, Army 
& Navy Register, Army Ordnance, 
New Atlantic, Business Week, For- 
tune, Newsweek, Quartermaster 
Review, The Saturday Evening 
Post, Time and United States News. 


The company will continue its 
Robert Reid cartoon series in the 
Post, and copy will continue to 


appear in aviation 
business papers. The trucking copy, 
besides the conservation theme, 
will boost the benefits of the Kraft 
recapping method. D’Arcy Adver- 
tising Company, Cleveland, directs 
the account. 


and _ trucking 


Issues Air Raid Folder 

As a public service primarily, and 
as an advertising medium second- 
arily, Mississippi Valley Trust Com- 
pany, St. Louis, is distributing a 
folder showing the locations of air 
raid shelters in St. Louis. The local 
Office of Civilian Defense has issued 
copies to its more than 7,000 air 
raid wardens, and other organiza- 
tions have requested copies for 
their members. 


Fruehauf Issues Slidefilm 


The advertising department of 
Fruehauf Trailer Company, Detroit, 
has released a new sound-slidefilm 
designed to assist in the training of 
newly - hired truck - trailer drivers 
and to improve the standard of ex- 
perienced drivers. The title of the 
|}picture is “The Man Behind the 
Wheel.” 


group composed of laymen of all 
faiths, and founded two years ago. 


Past promotion efforts have con- 
sisted of several newspaper inser- 
tions that appeared during the 
Easter season of 1941, and some 
radio, both network and spot, do- 
nated by National Broadcasting 


Company. Benton & Bowles placed 
The American Weekly copy. 


Heitman Named Secretary 


A. Gordon Heitman, recently 
appointed comptroller of United 
Wallpaper Factories, Chicago, has 


been elected secretary of the com- 
pany. He will continue his duties 
as comptroller. 


‘NEW HAVEN 
is FULL! 


Frank J. Sprague, born in New 
Haven, was the inventor of the firs' 
electric elevator and through 4 
series of inventions made possibl 
the present electric street railway 
including the Sprague control sys 
tem. Sprague was an Annapoli 
graduate and at one time, Thoma 
A. Edison's assistant. 


Che New Haven Registe: 
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1942 ADVERTISING AGE 


Tue Sun was started in Chicago as 
a newspaper, to serve as a newspaper. It 
was intended neither as an organ nor 
an antidote, a special pleader or a 
countercharge. It was intended to give 
Chicago better news service, to print 
more news; and to present all the news 
without bias, bearing or calculated effect. 

In every live newspaper there are 
some soapboxes . . . and The Sun is no 
exception. We have lots of them, and 
reserve the right to stand up on all or 
any of them for anything we think worth 
standing up for. But we try to keep the 
soapboxes out of the newsroom and the 
wire correspondence; and to keep the 
reporters and the news editors off the 
soapboxes at all times. 

Soapboxes are good for a newspaper, 
but when a paper becomes too much and 
too consistently a soapbox, it can’t help 
slipping as a newspaper. Presenting the 
news is the main job; selling something 
or somebody to the public is a luxury of 
the editorials and advertising columns. 

And today there is so much big 
news in the world, the most important 


news in modern history—that to get it 


No time for a soapbox! 


and print it is job enough for any good 
newspaper. Telling Chicago what’s going 
on in the world is more essential, in our 


opinion, than telling the world... 


Tur sun is doing the job it set out to 
do; has gained and held in six months 
more circulation, more readers and more 
influence than any new newspaper ever 
had in a similar time. And because 
Chicago people like and can trust The 
Sun, there never was any question that 
The Sun was an advertising medium 
from its first issue—that it had more to 
offer advertisers than most Chicago 
papers, and could get faster and firmer 
acceptance in Chicago for anything a 
good advertisement had to offer. 

The linage figures of the first six 
months add proof, if any addition was 
needed. The Sun has grown every month 
in advertising, as well as in influence... 
And reaching a third of the Chicago 
market, the best third in many respects 

The Sun today is a ‘“‘must”? medium in 
Chicago for many advertisers; and a darn 
good buy for any! .. . Ask a Branham 


man to show you the figures! 
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ADVERTISING AGE 


Lithographers’ Meeting 
Set for July 23-25 


National Association of Photo- 
Lithographers has moved up its 
convention dates to July 23-25, at 
the Hollenden Hotel, Cleveland. 
Originally the meeting was to have 
been held in September. 

The effects of materials alloca- 
tions, mobilization of manpower 
and price regulations on the offset 
field will key the discussions. 


‘*Cover-to-cover, the facts indicate it Is one 
of the most USEFUL magazines in America 
today. Wherever you find it, you find a 


business man .. . well informed." 


Jesse Jones Tells 
NIAA of Belief 
in Advertising 


_ Commerce Executive 
Says Government Is 
Not Axing Promotion 


Atlantic City, N. J., June 30.— 
| Entering a vigorous denial that the 
United States government is op- 
posed to advertising, John H. 
Morse, chief of the division of com- 


mercial and economic information 
of the Bureau of Foreign and 
Domestic Commerce, Department 


of Commerce, brought to the Na- 
tional Industrial Advertisers Asso- 
ciation today a_ special message 


Commerce, 
tions of advertising to the national 
war effort. 

“I congratulate the members of 
the National Industrial Advertisers 
Association,” said Mr. Jones, “on 
the job which you have done, ere 
doing and we are sure will continue 
to do, in proving the many velues 


from Jesse H. Jones, Secretary of| 
praising the contribu-| 


of advertising to a free nation 

fighting to maintain its freedom. 
“If there were no other reasons 

why the Department of Commerce 


butions to speeding war _ work, 
which the great commercial infor- 
mation industry is making, would 
| be sufficient explanation for our 
faith in this essential ingredient of 
a free society.” 


No “Hidden Meanings” 


In assuring the convention that 
|the government 
opposed to advertising, but is mak- 
| ing increasing use of it through the 
;}use of paid and contributed space 
‘and time, Mr. Morse suggested that 
| the advertising field has been try- 


ing to find a hidden meaning in 
many of the government’s war 
moves. 


“I can only believe that reading 
is a lost art in some places,” he 
continued. “I cannot recall any 
period of similar length when so 
many government officials have 
expressed their belief in the value 
of advertising as have during the 
| past year.” 
| Mr. Morse suggested that criti- 
|cisms of individual advertisements 
or advertising campaigns should 
not be mistaken for attacks on 
advertising in general. Some Wash- 
ington discussions about advertis- 
ing, he insisted, concern dislike for 


Area plants 


tracts for war work at the 


facture of civilian goods! 


Because the Troy Area 


“A wonderful job,” said the War Pro- 
duction Board in revealing that ‘Troy 
not counting the sprawl- 


ing Watervliet Arsenal, w 
have for months been taking on 


than half a million dollars a day.* 


A truly wonderful job when you 
know that this stupendous production 
is in addition to the NORMAL, manu- 


both guns AND “butter 


Ewing Galloway 


State 


hose produc- 


tion figures are now a military secret— 


con- 


rate of more Phe Record 


I2c per line. 


is producing 


. it is out- 


standing among major New 
markets. 
payrolls and sales make it a prime field 


for your product. 
The basic sales approach is through 
dailies, which take your message into 


more than 92 percent of all A.B.C, City 


Zone homes, and at a single cost of only 


THE TROY RECORD 
THE TIMES RECORD 


It’s Guns 
AND 


“Butter! 


York 


Soaring population, 


Newspapers, sole ‘Troy 


The Record New spapers 
*¢ , 
$48,000,000, March 1-June 1 J. A. Viger. Advertising Manager 
ark: ; a a Pes , - ee 
iB ae ot a ke fi oe ee 3 “ere ee eG. Ee ‘™ = 


believes in advertising, the contri- | 


is not only not| 
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GETTING DOWN TO BRASS TACKS 


| 
| 
| 
| 


As may be seen from this shot, the NIAA war conference was a shirt-sleeve 

meeting. Listening to reports on war production drive programs are, left to right, 

Vernon Bowen, J. M. Mathes, Inc.; Vernon H. Van Diver, Union Carbide and 

Carbon Co.; John E. Wiley, Fuller & Smith & Ross, New York; and Bruce C. 
Forbes, Forbes Magazine. 


some particular phase or practice 
of advertising, not of principle. 
Another reason why advertising 
people may think there is aversion 
| to advertising in Washington, he 
‘continued, is that not all of the 
| speculative campaigns which have 
been submitted to 
agencies have been approved. 


Government Believes in Advertising 


“What are the facts today, as 
best one can get at the facts?” he 
asked. “Your government is using 
more space and time, paid or do- 
nated, than ever before. More and 
larger campaigns in cooperation 
with advertisers are in the works. 
There is close cooperation between 
advertisers and government that is 
functioning more smoothly day by 
day. 

_ “Why does the Department of 
Commerce believe in wartime ad- 
vertising? 
in advertising as 

\'the functioning of free enterprise 

|and the creation of a high standard 

| of living. 

“It believes that the tremendous 
| share that advertising has played in 
|'the economic growth of this nation 
has been largely overlooked by 
those who study, dissect and ana- 
lyze the American economy and 
seek to outline future development 
by projecting the figures of the 
past.” 

After tracing the growth of the 
use of advertising as paralleling the 
growth of demand for manufac- 
tured products during the past 50 
years, Mr. Morse pointed out the 
specific functions of advertising in 
the prosecution of the war. 


Explains Specific Tasks 


“By keeping up your advertis- 
ing,” he said, “you not only convey 
| vital information swiftly and accu- 
rately to those who can make 
immediate use of it, you not only 
maintain the priceless good will it 
has taken you so long and cost you 
so much to build, you also keep 
open the roads of swift communica- 
tion to the far corners of industry 
and of the nation. Advertising has 
never yet received the credit which 
is its due for the part which it has 
played in the growth and mainte- 
nance of our free press and free 
radio.” 

In closing the speaker empha- 
sized the importance of post-war 
planning and the necessity for test- 
ing out entirely new approaches to 
the job of making free enterprise 
operate better. The key, he said, is 
making better customers for busi- 
ness by providing higher incomes 
for more people and lower 


prices, 


First, because it believes | 
indispensable to} 


government | 


or a mixture of both. He reviewed 
the work of the department in the 
development of its “Small _Town 
Manual for Community Action,” 
which it has prepared as a basis 
for assisting communities to de- 
velop their industrial and business 
possibilities. 

Post-War Thinking Important 

“Your advertising in wartime can 
be used like this manual,’ he sug- 
gested. “Most of you do not need 
advertising to aid in making imme- 
diate sales, so you have time to 
create customers and to strengthen 


your position for the post-war 
period. Put part of your post-war 
planning into that—now. It’s a 


good way of taking out insurance 
on the future— you can buy or 
build a plant quickly. The good 
will of a well known brand that 
identifies a dependable product is 
long in building. It is cheaper to 
keep your present one alive.” 


Kiddies Adore 
Radio Thrillers; 
Clubwomen Irked 


Philadelphia, July 1.— Manufac- 
turers who sponsor blood - and - 
thunder fare for youngsters on the 
radio were threatened this week 
with a boycott of their products, 
when Mrs. David J. Beattie, radio 
chairman of the Eastern division, 
Federation of Women’s Clubs, urged 
members of the Manoa, Pa., club to 
set down their p.otests in writing. 

Mrs. Beattie asserted a poll taken 
in several Pennsylvania counties 
revealed that 90 per cent of school 


children preferred and listened to 
“Gang Busters” and similar radio 


thrillers. She asked mothers to 
boycott the sponsors unless. the 
character of such programs under- 
goes a change. 


Joins ‘Headlight-Journal’ 

Charles Bacon, advertising man- 
ager of the Headlight - Journal, 
Sayre, Okla., has resigned to accept 
a similar position with the Daily 
Journal, Perry, Okla., succeeding 
Virgil V. Sherrod, who resigned to 
become general manager of the 
Courier, Houma, La. 


Joins ‘Scholastic’ 


William J. R. Russell, formerly 
art director and promotion manage} 
for Bayless-Kerr Company, Cleve- 
land, and later in the copy service 
department of McGraw-Hill Pub- 
lishing Company, Cleveland, has 
joined the sales staff of Scholastic 
Magazines, Inc., New York. 


FREE & PETERS, INC. 


ZW’ Exclusive National Representatives 


KOB 


ALBUQUERQUE 
50,000—25,000 watts « 


770 KC 
Blue Network 
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Raise of Ind, 3rd 
Class Postal Rates 
Believed Unlikely 


Publishers Protest 
Rate Hike; Bill Now 


Provides No Increase 


Washington, D. C., July 1.—The 
f; te of the House ways and means 
c mmittee’s proposal to raise second 
,.d third class postal rates so as to| 
v ipe out annual deficits remained in 
coubt this week, although it ap- 
peared likely that the tax bill which 
reaches the House floor shortly will 
contain no mention of the subject. 

In some informed quarters it was 
believed that the committee merely 
sought to save face through its re- 
quest to the Postmaster General. 
According to this theory, the com- 
mittee was unwilling to reverse its 
earlier stand, and realizing that a 
new rate schedule could not be 
drawn up in time for inclusion in 
the present bill, merely shifted the 
responsibility to the Post Office De- 
partment. At any rate, an official of 
the department who asked anonym- 
ity said no new rates had been 
drawn up nor was there any imme- 
diate prospect of such action. He 
stressed the complications involved 
in raising rates and the long study 
necessary to insure that the effect 
of a rate raise would not be to re- 
duce revenue. 


No Rate Clause Now 


The bill now being drafted by ex- 
perts in the committee’s employ 
contains no clause on postal rates, 
although it is possible that such a 
section might be added later either 
before the bill is reported or through 
a committee amendment introduced 
on the floor. 

Another current uncertainty is 
the type of rule under which floor 
debate on the measure will be con- 
ducted. It is expected to be some 
form of “gag” rule which will pre- 
vent changes in the bill except upon 
motion of the committee. Tax bills 
are customarily debated in the 
House under a “gag” rule. 


Publishers File Protest 


The prospect that a jurisdictional 
fight between the Post Office and 
ways and means committee might 
confuse the issue still further 


proved to be a false alarm. Rep. 
Walter C. Ploeser, lowest-ranking 
minority member of the _ postal 
group, raised the point, but a 


pokesman for Rep. Milton A. Rom- 


’ , 


=‘ 


7 
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jue, committee chairman, said the 
committee planned no action. 
Meanwhile, publishing groups 
began to register their protests with 
Congress over the threat to second- 
class rates. Letters from the Agri- 
cultural Publishers Association and 
the National Editorial Association 
found their way into the Congres- 
sional Record. Both groups claimed 
a large number of their members 
would be forced out of business 
should rates be raised as proposed. 


Rossow Named Pres. 


Walter Rossow has been elected 
president and sales manager of 
H. H. West Company. Milwaukee, 
commercial stationer. Mr. Rossow 
has been with West Company for 
the past 24 years. 


Space Sales Denied 
to Army Papers by 
Senate's Action 


Washington, D. C., July 1.—Plans 
to permit Army publications to ac- 
cept advertising for non-military 
products sold in post exchanges hit 
a stone wall in the Senate this week 
as Congress rushed to completion a 
43 billion-dollar War Department 
appropriation bill—largest in _ his- 
tory. 

As passed by the House amidst 


| the annual legislative log-jam which 


always arrives coincidentally with 
the end of the fiscal year, the bill 
opened the way for camp papers 
to solicit advertising support from 


makers of such goods as candy, gum 
and cigarets. 

On the floor of the Senate, how- 
ever, the 
strictions against advertising “shall 
not apply to the advertising of serv- 
ices or commodities of personal 
utility or enjoyment such as are sold 
at post exchanges and not of a mili- 
tary character” was deleted through 
an appropriations committee amend- 
ment, 


NEA Objects to Plan 


The National Editorial Associa- 
tion, in a letter to Sen. Elbert 
Thomas, protested against the plan 
to open camp newspapers to adver- 
tising, saying: “If camp newspapers 
are permitted to solicit local ad- 


vertising from merchants and other 


clause declaring that re- | 


establishments the chances are that 
many privately-owned newspapers 
will be forced out of business.” 
Senate conferees on the bill re- 
fused to back down, and the House 
was forced to yield. Rep. J. B. 
Snyder, in charge of the bill in the 
House, charged that deletion of the 
advertising clause “has been 
prompted by selfish interests.” 


Razor Curb Lifted 

The freeze on sale by manufac- 
turers and jobbers of safety razors, 
imposed by the War Production 
Board May 22 to enable the Army 
and Navy to arrange for the pur- 
chase of stocks needed for June and 
July, has been removed.  Restric- 
tions on production of razors and 
blades remain in effect 


> i 


The 


w Englands Own 


By YANKEE NeTwor«K 


T has been repeatedly and convincingly demon- 
strated that The Yankee Network has long been 

an integral, vital part of New England. 
Here, with WNAC as key station, it was es- 


tablished nearly a generation ago as America’s 


first regional network. Operation has always been 


under the same management, with all this implies 


in native-born" 


knowledge of New England's 


particular customs, buying habits, and preference 


in radio. 


Through the years, Yankee Network's "good 


neighbor" policy has created the firm friendship, 


listener loyalty and assurance of welcome that no 


"stranger from afar" can possibly possess. 


Now, the extensive expansion plan of The 


Network will better serve listeners . . . all twenty 


key buying areas where stations are located . . . 


and advertisers, by augmenting the features that 


have gained and retained approval of the New 


England audience. 


The resultant increased acceptance, added to 


the volume and character already possessed, will 


directly benefit sponsors. Yankee Network's cover- 


age is selective and effective, intensive and com- 


prehensive .. . it can do the job for you in 1942. 


THE YANKEE NETWORK, nc. 


Member of the Mutual Broadcasting System 
21 BROOKLINE AVENUE, BOSTON, MASS. 


EDWARD PETRY & CO., INC., Exclusive National Sales Representative 
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nate any specific information which | ARMY TRIBUTE regulations. a * - 
Use of Army News ‘would be helpful to the enemy.| - — _ Commercial exploitation of war) Vitamin Tablets 
‘Ordinarily, general information | heroes is not permitted. Photo- 


|rather than specific facts and fig- 
ures, should be used. 

“For example,” he explained, “it 
is all right to say that your plant 
is making guns for airplanes, but 
not that 20 mm. guns are being 
made for use on Airacobras.” 

Air views of important 
or plants, which may have been 
released earlier, are now restricted. 
Sometimes material formerly 


in Copy Outlined 
at NIAA Parley 


Lt. Richard Powell 
Tells of Restrictions, 
Permissible Details 


re- 


stricted is now _ releasable. For 

. , . instance, the department is now 
aoe i N. be June Le publicizing information regarding 
vertisers have a right to tell the | tp. development of glider opera- 


public about their contributions to | 
the war effort, and the War Depart- | 
ment is cooperating with them in 
making this possible, Lt. Richard P. 
Powell, of the bureau of public} 
relations of the War Department, While the use of military titles in 
told the National Industrial Adver-| advertising is not permitted, Army 
tisers Association today. officers are now signing telegrams 

Although there are necessarily| of congratulations to workers in 
many laws and regulations which| war plants, and some of these have 


desired that the 
interested in 


tions, since it is 
public become 
activity. 


Army Telegrams Okayed 


must be complied with in using|/peen released for use in local 
Army material in advertising, the | publicity. The only exception in 
War Department spokesman de-| national advertising was the release 
clared that the cooperation of 


of Gen. Jimmy Doolittle’s telegram 
of congratulations to North Ameri- 
can Aviation, whose bombers were 


advertisers has been splendid, and} 
that in not a single case has it been 


necessary to apply any penalties| yseq in the raid on Tokio. 
for infractions. ; Lt. Powell emphasized the need 
He pointed out the three basic|foyr eliminating suggestions that 


reasons for War Department poli-| products used by the Army have 
cies—no information of value to the | peen given its approval. He called 
enemy must be revealed, expressed | special attention to the need of 


or implied product endorsements| showing Army uniforms and _in- 
by the Army must not be used, and | ‘ 


points | 


this | 


graphs of Gen. MacArthur may not 
_be used in advertising, and while 
they may be sold separately, must 
not be used as give-aways. 
the Army and the Federal Trade 
Commission will act on unauthor- 
ized use of the pictures of indi- 
viduals. When photographs of 
Army personnel are used in adver- 


avoid identification of individuals. 

The Army is glad to cooperate 
with advertisers in supplying pho- 
tographs in which Army personnel 
appear, but all such photographs 
must be taken under Army super- 
vision and must be submitted to the 
bureau of public relations 
approval before release in adver- 
tising. Pictures showing girls rid- 
ing around in Army jeeps, 
speaker suggested, would not 


be 


publicity material. 


Printed in black and khaki, this tribute to 
Canada's army appeared in the Toronto | 
Globe and Mail prior to Canadian Army 
Week, on behalf of Wm. Wrigley Jr. 


Sevareid Named Chief of 


Ce. Ltd. J. Walter Thompson Co. is CBS Washington Bureau 
the agency. 
tt Eric Sevareid has been appointed 
chief of Columbia Broadcasting 
signia properly, and pointed out|System’s Washington news bureau, 


that a very unfavorable reaction| succeeding Albert Warner, who 
follows improper use of Army sym- | resigned to be commissioned as a 
bols. For example, an advertiser peg od on the public relations staff 
showed a _ soldier saluting while 6 who has been a staff 
holding a cigaret in his right hand,| newscaster for CBS in Washington 
and received complaints for months for 18 months, is heard regularly on 
of this infraction of the military | “The World Today.” 


Both | 


tising, they must be retouched to 


for 


the 


regarded as suitable advertising or | 


May Be Required 


in War Factories 


_ Albany, N. Y., July 1—Consums« 
jacceptance of vitamin tablets wil 
|probably receive a powerful stimu 
jlus as a result of the broad stud: 
|of nutritional standards among wa 
|'workers launched today by th 

Joint Legislative Committee on Nu 
|trition, which will seek to deter 
‘mine, among other things, whethe 
|war production plants should be rx 

quired to furnish employes wit 
| vitamin reinforcements. 

The start of the committee 
work came at a time when me: 
|chandisers of vitamin concentrate: 
notably Lever Brothers for Vimm: 
,and Miles Laboratories for One-A 
|Day tablets, were undertaking th« 
| most aggressive summer promotion 
in the history of the field. Here 
tofore vitamin preparations hav: 
been merchandised chiefly as winte: 
needs, but now they are bein; 
stressed as vital to physical well- 
| being the year around. 
| The legislative group’s program 
calls for research designed to im- 
| prove war worker’s diets, thereby 


;stepping up their efficiency and re- 


ducing fatigue. The resolution 
which brought the project into be- 
ing asserted that “nutritional ex- 
perts believe that the production of 
defense workers can be stepped up 
ten per cent by proper eating.” 


the Army must be presented in a| 
favorable light. | 


Unauthorized Photos Banned 


In explaining the effect of such 
basic laws as the espionage act, Lt. 
Powell called attention to a re- 
cently enacted measure, Senate Bill 
1707, which prohibits taking photo- 
graphs of military or naval instal- 
lations without authorization. Pun- 
ishment for this offense does not 
require proof that the act was com- 
mitted with intent to injure the 
United States. 

Advertising submitted to the War 
Department in Washington for re- 
view can usually be passed on 
within 24 hours, he said, and when 
a faster decision is needed, collect 
telegrams are sent by the bureau. 
When technical material must be 
passed on by special branches of the 
service, more time may be re- 
quired. 


MY WATCH SAYS 
ONLY 2,30- 


“The problems of advertisers are 
fully understood,” said Lt. Powell. 
“Theoretically, any information 
may be of value to the enemy, but 
oftentimes, for morale purposes or 
otherwise, it may be more useful 
to publish information for the 
benefit of our own people. Thus 
common sense becomes the deter- 
mining factor, and it is used in 
passing on each individual case.” 


Plant Figures Guarded 


He explained the reason for per- 
mitting local information to be pub- 


licized, while national or collective 
information is not permitted. 
Information about products and 


plants is carefully studied to elimi- 


| 


ALANA W 


WE BETTER 

MAKE CAMP. 
TH’ SUN'S 
SETTIN~ 


MUST BE /T'S 
THAT NEW WAR 


petual 


which 


* 


covers 


“(ghes a fact! Arizona has a per- 


sunset” set in stone! 


Sunset Crater near Flagstaff, 
Arizona, appears to be %athed 
in the glow of the setting sun at 
all hours of the day. The effect 
is caused by a crown of red ash 


the top of the 


extinct voleanic crater. 


Folks may argue about the sunset on a mountain top but there's no 


question when it comes to selecting the best Arizona advertising media. 


The Republic and Gazette boasts largest circulation in history--66,168 M&E 
-TWO AND A HALF times as much as any other Arizona newspaper. 


KTAR, key station of the Arizona Broadcasting Co.--5,000 watts--continues 
as Arizona’s favorite radio outlet with more than 20 years of leadership. 
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Fly, Renamed FCC 
Head, Justifies 
‘Monopoly’ Rules 


\’ashington, D. C., July 2.—With- 
out pausing to accept congratula- 
tio. s for having been confirmed by 
the Senate for a seven-year term on 
the Federal Communications Com- 
mi sion, Chairman James L. Fly 
co) pleted his formal presentation 
be ore the House interstate com- 
mirce committee this week by at- 
te apting to justify each section in 
th: controversial monopoly report 
ard introducing new reasons for op- 
posing provisions of the Sanders bill. 

Senate confirmation of the Presi- 
dent’s reappointment of Mr. Fly 
proved to be even more of a for- 
mality than had been expected. The 
two unnamed Republicans at whose 
request consideration of the nomina- 
tion had been postponed last week 
apparently changed their minds, for 
confirmation was granted without 
debate or a record vote. 

The provision of the Sanders bill 
which directs FCC to study and re- 
port to Congress on four current 
problems — chain broadcasting, net- 
work licensing, newspaper owner- 
ship of radio stations, and clear 
channel stations — gained Chairman 
Fly’s particular attention as he con- 


tinued his section-by-section analy- 


sis of the bill. 


Unfettered by questions due to a/ 


ban imposed by Chairman Clarence 
F. Lea in order to permit the wit- 
ness to complete his prepared state- 
ment, Chairman Fly retraced the 
history of the monopoly report. For 


‘each of its eight sections, he cited 


the “abuse” and the “cure” affected 
by the rules. 

The most controversial of these 
sections, that on option time, led the 
witness to comment that “option 


‘time puts local advertisers in the 


position of local merchants who can 
rent a store on Main street only 
subject to the condition that if a 
New York chain store comes along, 
the local merchant must move off 
Main street within 28 days.” 
Objections raised by National 
Broadcasting Company and Colum- 
bia Broadcasting System spokesmen 
to the option time formula contained 


in the network regulations were 
branded by Chairman Fly as “non- 
sense” and “misleading and fal- 


” 


lacious.” Their claim that the pro- 
posed change “will break up the 
business” was described as typical 
of the contentions “always raised in 
monopoly cases of this sort.” 


Discusses Freedom of Speech 


Mr. Fly did have some kind words 
for NBC and its parent, Radio Cor- 
poration of America, for their co- 
operation in separating the Red and 
Blue networks, as ordered by the 
regulations. He commended “the 


business-like and wholly coopera- 
tive way” in which prompt action 
was taken. 

The agency head also dealt at 
length with the freedom of speech 
issue, although denying the NBC 
and CBS contention that the net- 
work regulations limit that freedom. 
In this connection, he took for his 
text the case of Raymond Gram 
Swing, Mutual Broadcasting System 
commentator, who moves to NBC in 
September. 

Chairman Fly contended that list- 
eners in 18 cities in which there are 
at least two stations are unable to 
get Mr. Swing because of exclu- 
sivity clauses in network - affiliate 
contracts which would be barred 
under the regulations. He termed 
this “interference with freedom of 
speech” and said that if it were not 
“hidden behind technical legal ver- 
biage” listeners in areas not served 
by MBS would be flooding the com- 
mittee with telegrams urging the 
abandonment of exclusivity. 


Claims “Duopoly” 


The witness claimed that “to the 
extent that additional networks are 
kept out, freedom is to that extent 
throttled.” Referring to the heads of 
the four networks, he said he was 
“far from thinking that even four 
people should have the right to de- 
cide who shall and who shall not 
have freedom to reach a _ nation- 
wide radio audience.” 

In this connection, he quoted a 
1923 statement by David Sarnoff, 


head of RCA, who argued for the 
elimination of small stations in 
favor of larger and more powerful 
stations, with perhaps but a single 
station. 
“That was Mr. Sarnoff’s 
nearly 20 years ago. During the in- 
tervening years he and another 
dreamer, Mr. Paley, have come 


dream 


perilously close to establishing that, 


which Mr. 
frankly in 


monopoly or duopoly 
Sarnoff predicted so 
1923.” 

Claiming that the 900 independent 
stations throughout the country are 
“the backbone of the American sys- 
tem of broadcasting,” he added that 
he does not believe the commission 
“can stand idly by while the mo- 
nopolists’ heaven pictured by Mr. 
Sarnoff is achieved step by step.” 


Fly Maintains Stand 


Wednesday's session was devoted 
entirely to questions put to Chair- 
man Fly by committee members 
during the witness’ farewell ap- 
pearance. Rep. Jared Y. Sanders 
and Rep. Oscar Youngdahl led the 
interrogating, but without succeed- 
ing in getting Mr. Fly to alter the 
stand previously taken. 

Rep. Sanders tried in vain to get 
the witness to express his view as 
an attorney as to whether FCC has 


\the power to bar newspapers from | 


the air. Chairman Fly declined to 
answer on grounds that the investi- 
gation is not complete, but said the 
jmatter would be_ disposed of 
'“within a few months.” He declined 


Chairman Fly commented: | 


| 


| GOES NATIONAL 


- 


FOR FIGHTING TRIM 


Year-round prom-tion of cotton stepped 
up another note when this full-page 
copy, sponsored ' e National Cotton 
Council of Americe and the Cotton- 
Textile Institute, appeared in the June 
29 Life, first insertion in national week- 
lies, to be followed with a page in the 
July 26 issue of The Saturday Evening 
Post. Women's copy has appeared in 
Good Housekeeping and Woman's 
Home Companion. Rogers & Smith, 
Dallas, is the agency. 


to predict whether FCC would take 
action itself or ask Congress for 
legislation. 

When Chairman Fly reiterated his 
claim that FCC is a war agency 
which should not be disturbed at 


the monopoly case. 
that the order was issued before the 
country was at war, and_ there 
would be no controversy now if the 
| networks were not seeking aid from 
the courts. 

Chairman Fly denied that the ef- 


Rep. 
just your opinion,” Mr. Fly snapped: 
“That’s a fact.” 

T. A. M. Craven, representing 
the FCC minority, asked the com- 
mittee today for legislation clearly 
defining FCC’s authority. He op- 


jof LAST YEAR 


For the first five months of L942) Arizona Department Store Sales 


ained 30% over the same period of a vear ago—5% more than the 
o 2) 


average increase shown in the entire 12th Federal Reserve District. 


Unusual? Yes. indeed, for frozen stocks, depleted supplies, and limited 


selections are leveling off sales curves. Such continued “good business” 


in Arizona, however, is indicative of growing population due to war 


activity in basic industries and natural resources, creation of many U.S. 


Army Air Training centers and establishment of airplane parts factories. 


Yes, Arizona continues to be the gold nugget of western markets. It's 


“tops” for those who want to make sales, propound an idea, or protect the 


value of an established trade name... NOW and after victory is won! 


Coven (Criz30na Like the Suuchine 


| \ BOB HALL, National Advertising Manager ¢ Representativcs—Wilham 


Lawrence G Cresmer Co 


DICK LEWIS General Manager 


Representatrves—Paul H Raymer Company 


‘this time, Rep. Youngdahl asked 
why the networks should have 
their war duties interrupted to fight 


Mr. Fly replied 


fect of the order would be to “up- 
set" the broadcasting field, charac- 
terizing that claim of CBS and NBC 
as a “lot of moonshine.” When 

Youngdahl rejoined, “That's 


posed a ban on newspaper owner- 
ship of stations without an express 
Congressional mandate, and_= said 
FCC should not concern itself with 
contractual relations between net- 
works and affiliates. He recommend- 
ed remedial legislation now to pre- 
pare for the post-war period when 
new technological developments will 
revolutionize radio, and endorsed 
the Sanders bill in principle. 


| Scull Names Compton 


Compton Advertising has been 
appointed agency for Minute Man 
soup mix in the territory served by 
William S. Scull Company, dis- 
tributor, which embraces the mid- 
Atlantic states and the Middle 
West. J. M. Mathes will continue 
to handle the account for Skinner & 
Eddy Corporation, Seattle, manu- 
facturer of the dehydrated product, 
elsewhere. 


ZZOF SERVICE 
ILS 


5000 WATTS 
AT 
5370 KC. 
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Shoes to West Coast 
for Street & Smith 


Ted Magee, formerly Hollywood | 
editor of Charm, has been named | 
manager of the newly-opened Street 
& Smith Publications’ advertising 
office in the Garfield building, Los 
Angeles. This West Coast office 
will service both Mademoiselle and 
Charm. 

Mademoiselle 


was formerly rep- 
resented on the West Coast by 
Simpson-Reilly, Ltd. 


hoy 


“When | hear my master’s copy | 
on WFDF Flint, Michigan, I get |\dramatically . . 


quite a bang out of it.” 


‘is performing more 


Wartime Ad Copy 
Performs Functions 
Vital to Public 


Bureau of Advertising 
Reviews New Tasks 
Since Pearl Harbor 


New York, July 2.—Advertising 
important serv- | 
ices today than ever before, and | 
much current copy contains vital in- 
i\formation for the public that is 
available nowhere else, the ANPA 
Bureau of Advertising asserted 
today in releasing a new compila- 
tion, entitled “Advertising Goes to 
War.” 

| In reproducing about 200 ads 
|which have appeared in newspapers 
since Pearl Harbor, the Bureau 
pointed out that “nowhere are the 
|\deep and widespread changes that 
have come over the country mir- 
rored more accurately and more 
. Inevitably, the up- 
heaval in business and in the daily 
pattern of our lives has _ forced 


advertising is an integral part of our | 


civilization . because it reflects 
this nation’s way of life.” 

Total war, the presentation ob- 
served, has thrust new responsibili- 
ties on advertising, produced many 
new kinds of advertising and in- 
creased the public’s reliance on ad- 
vertising. 

Checklists Included 


Two checklists included in the 74- 
page document summarize the jobs 
being allocated to wartime adver- 
tising. 

For concerns whose products are | 
no longer available for civilian use, 
advertising is being used to: 


1. Urge public cooperation with | 
the government’s war efforts. 


2. Explain why products are no 
longer available. 


3. Advise consumers on the use 
and care of rationed or restricted 
goods. 

4. Inform the public of the com- 
pany’s part in the war program. 

5. Maintain brand identity and 
company reputation for the peace- 
time years to come as insur- 
ance against dealer and consumer 
forgetfulness. 

6. Maintain dealer cooperation 
and dealer morale and protect the 
company’s dealer structure. 


changes in advertising . . . because 


7. Build up repairing and servic- 
ing facilities to make restricted 


\ 
\ 
\ 


... that’s the J& O organization, guarding against inaccuracies, errors and 


illustrations .. . always on the alert. 


CONTACT 


JAHN & OLLIER ENGRAVING CO. 


Makers of Fine Printing Plates + Artists + Photographers 


817 W. WASHINGTON BOULEVARD + CHICAGO «+ TELEPHONE MONroe 7080 


“eps ; nel snes 


| 


THE 'EYES' HAVE IT 


Wateh Out for Tricky Eves 


Vv. 


Better Vision Institute has launched its 
first national advertising effort with a 
$250,000 appropriation in magazines. 
Monthly insertions urging war workers 
to have their eyes checked will appear 
throughout the rest of the year in the 
American Magazine, Collier's, Life, Na- 
tion's Business, The Saturday Evening 
Post and Time, through Alfred K. Higgins 
agency, New York. 


products last longer. 

8. Build and maintain public 
morale. 

9. Improve labor relations and 
sell the public the soundness of the 
American way of doing things. 


For Those Who Can Sell 


For those who still have things to 
sell, advertising is being used to: 
1. Urge support of wartime proj- 


lects and campaigns sponsored by | 


ithe government. 


2. Maintain and increase sales of 
available merchandise. 
3. Introduce substitute products | 


'for those not currently available. 


4. Advise consumers on changes 
in packages, sizes, prices. 
5. Describe the war contribution 


of companies not actually engaged 


in armament production. 
6. Replace salesmen’s calls on 


| the retail trade, 


7. Stimulate the buying of estab- 


lished products for new uses caused 


|by the war. 


8. Introduce new products to 


|meet new conditions and new needs. 


9. Take advantage of new sales 
opportunities when competitors re- 
duce their advertising. 


10. Combat competition of new 


| companies and new industries that 


| inevitably 
| 


|do in case of emergency, how to use 


|company’s operation or 


spring up in wartime. 
11. Instruct people on what to 


products to protect their lives and 
homes. 


Other Uses Detailed 
12. Cultivate new markets created 
by the war industries. 
13. Stimulate the sale of prod- 


ucts that cost less than competing 
brands ... to help consumers save 
money. 


14. Stress the economy of quality 
goods that last longer. 

15. Combat false 
erroneous impressions 


rumors and 
regarding a 
the present 
or future availability of its product. 

16. Encourage buying for and 


| by men in the Army and Navy. 


} 


i 


17. Explain delays in delivery 


‘or curtailment in quantity. 


}morale in 


18. Build maintain 


national 


and 
days of 


public 
emer- 


| gency. 


|tribution to 


19. Improve labor relations, 


build good will and protect the 
American way of life. 

20. Point out to the public the 
evils of hoarding. 

21. Explain time-saving and 


labor-saving 

. now 

in war 
22 


features of a product 
that time is so important 
work. 
Encourage foresight in buy- 
ing (but not hoarding) while the 
product is still available. 
Regardless of whether they 
in a position to sell goods for 
civilian use today, advertisers are 
setting their sights on tomorrow— 
taking the long-range point of view, 
the Bureau reported. An increasing 
number of advertisers are now con- 
sidering goodwill campaigns as a 
major part of their advertising 
operauons, and as a necessary con- 
the war effort, the 
study concluded. 


are 


AFA Affiliates 
Join with Council 
on War Bond Drive 


New York, July 1.—Local adve,- 
tising clubs throughout the count 
were woven into the pattern of « 
|ficial war theme promotional car - 
| paigns today when a joint progra:, 
was announced by the Advertisiy z 
|\Council and the Advertising Fe: 
jeration of America. 

The AFA’s facilities as a point 
contact with local clubs will | 
{brought into play in the distrib, 
ition of a complete package of pr 
motional materials in behalf of t! 
Treasury Department’s payroll de 


‘duction plan for the purchase , 
war bonds. The campaign wa 
worked out by a special Counc 


committee in cooperation with th 
Treasury Department. 

Heading the group were Haro] 
Thomas, Centaur Company, an 
Ralph Allum, associate director 
the Council. Agencies which con 
tributed talent were represented j 
the project as follows: 

Young & Rubicam—Chester J. La 
Roche, Charles Feldman,” J. E 
Grimm, Frederick MHalpart § and 
John Van Horson; Ruthrauff & Rya: 
—J. R. Busk, Ralph deCastro anc 
F. B. Ryan, Jr.; Benton & Bowles- 
Gerald Carson, W. L. Day, Jack 
Mullen and A. T. Whitman; J 
Walter Thompson Company—J. E 
Gourlie and George Gladden; and 
Pedlar & Ryan—Nick Carter. 

It is understood that the Inter- 
national Affiliation of Sales and Ad- 
vertising Clubs will also participate 
|in the program by acting as a liaison 
with its local club members. 


| ‘Publish Special ‘Edition 


The Capital Times and Wisconsin 
State Journal, Madison, Wis., pub- 
lished a special edition containing 
1924 inches of advertising promot- 
| ing the sale of war stamps and 
bonds on June 30. This edition an- 
nounced the opening of Madison’s 
participation in the “Retailers for 
Victory” campaign, nation - wide 
|drive for the sale of war bonds and 
stamps through retail stores, which 
began at noon July 1 and continues 
throughout the month. 


AMA Annual Outing 


The fourth annual outing of 
American Marketing Association 
| will be held July 10 at Hummocks 
Country Club, Mamaroneck, N. Y. 


The Story of 


“Don Nelson’s Men’ 


Tribulations . . . triumphs. . . 
trials are the lot of the busi- 
ness executives who have en- 
listed in the War of Washing- 
ton. A candid, cold analysis of 
their ‘swim in the goldfish 
bowl". . . that is the 16-page 
Report to Executives in the new 


Business Week of July 4. 


"4 Cover-to-cover, the facts indicate | is 
of the most USEFUL magazines in “me 
todey. Wherever you find it, you finé * 


business man . . . well informed.” 
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july 61 1942 ADVERTISING AGE 
specifically say that this lack of At the rereen sher-agency detriment of newspapers, and that| Burlingame Advance. 
Coast Publishers foresight would be remedied in the luncheon, which brought out the the problems of newspapers and| Dailies over 5,000: best local 
immediate future. largest gathering in the associa- radio are entirely different. They |series, Glendale News-Press; best 
2 Would Train Salesmen tion’s history, agency representa- also asserted that frequency dis-| national service, Santa Ana Regis- 
{ R tives suggested the opening of counts might eliminate many split) ter; best special edition, Long Beach 
, 0 0 evise A plan to provide a course for, picture pages to advertising; elimi-| campaigns, and result in all the! Press-Telegram; best cooperative 


advertising salesmen at the Uni-| nation of existing premium rates on copy being placed in one news-|series, Glendale News-Press; best 


s . versity of California at Los Angeles | black and white advertising on | paper, with none running in its|city-wide promotion, Alhambra 
Selling Tactics /was presented to the publishers, | comic pages; greater equalization of | competition. Post-Advocate. 
|and was referred to a — ood pwc and local rates, and other a a | 
7 further consideration. Under the|} changes. . 
Plan for Setting Up | proposed plan, six courses would; The perennial problem of fre- Movie star Leo Carrillo awarded | #4 Courses ‘Offered at 
Ad Salesmen's School be given, each requiring 12 two-/|quency discounts was brought up | gold trophies to the following win- Columbia Summer School 
hour sessions, and graduates would|by newspaper representatives at | ners in competitions sponsored by William I. Orchard, copy editor 
Broached at Meeting | get a certificate of advertising, with|the luncheon, but no decision was | the association: of Batten, Barton, Durstine & 
continuation of the course leading|reached and the problem was Dailies under 5,000: best city- | Osborn, and Prof. H. K. Nixon will 
Santa Monica, Cal., June 30.—/|to a college degree in advertising.| tabled for consideration at future | wide promotion, Burlingame Ad- | conduct the advertising courses at 
Ne ./spapers should present their | Six courses were suggested, among|meetings. Strangely enough, the |vance; best cooperative campaign, | Columbia University’s | summer 
case more dramatically to adver-|them being principles of advertis- |discount plan met with only half-|Redwood City Tribune; best na-|° Mr * Occhasd wit beatin adver 
tis-rs and agencies when media are |ing; mechanics of advertising; ad-|hearted support from the agency |tional _ service, Monrovia News- | tising copy, while Prof. Nixon will 
be ng considered, but when media|vVertising copy; salesmanship andj} group, which pointed out that such | Post; best local series, Monrovia | conduct courses in advertising prin- 
heve once been selected the “sell- |market analysis. rates might ultimately work to the|News-Post; best special edition,| ciples and advertising psychology. 
ing” should stop, Ed Davenport, 
advertising director of the Glendale * 


News-Press, told the 17th annual 
convention of the California News- 


paper Publishers Association here 
last weekend. 

“Don’t keep hounding the adver- 
tiser until he is driven into some 


other medium in self-defense,’ Mr. 
Davenport said in giving his 
enthusiastic endorsement to the 


code of selling ethics adopted at the 

recent eee ae gg a ng HELPS CLEVE LAND SCOOP THE NATION 
Newspaper Publishers Association | 

in New York. The “me, too,” 

solicitation, in which the advertiser | 

is told, “You gave my competitor 
a contract, I should get one, too,” 
F came in for especially scorching | 
criticism. 

% Newspapers must sell ideas 
: rather than white space, he de- | 
. clared, illustrating this thesis with 
" examples of local idea selling which 
have created considerable  addi- 
tional linage for his own news- 
paper. 


Buying Shift Visualized 


Mary Hampton, syndicated 


: fashion columnist, told the Califor- | 
4 nia publishers that the present situ- | 
# ation offers an unusual opportunity 
's for building up retail fashion ad- 
r vertising in smaller cities, declaring 
e that existing uniformity of fashions 
d and materials, plus transportation 
h difficulties, inevitably means that 
- more shopping will take place in 
small towns at the expense of big 
city stores. Skilful advertising can 
not only help small city merchants 
f ee ppd es 1. OFF JAVA the Houston had been sunk. Within an hour after ys THE NEXT DAY, and for days after, newspapers all over the 
‘ , she said, an also of | : 1 
> value in holding customers when that shocking news came over the wire, THE CLEVELAND PREss was country, Time magazine, too, acknowledged ‘THe Press had scored 
£ the existing emergency is over. on the street with pictures of Cleveland boys believed to be aboard a notable scoop. Congratulations poured in, Also queries. low had 
— Large department stores recog- | ith « f of fs : ms he pictures so fast? And i iform? 
nize the inherent dangers to them- | ler, together with statements from many of the parents. we got the pietures so fast’ And in unitorm: 
selves in the situation, and are | 
determined to keep their positions 
as well secured as possible through 
n’ advertising, Miss Hampton said, 
Ce ee aes at” Ge ae © THINKING OF CLEVELANDERS FIRST, keeping them more 
tion, she pointed out, local mer- informed about themselves than people in other big cities, has 
‘ chants in California must advertise ; : in se ad ‘ , , 
1. to establish reputations among the developed in Cleveland a ty pe of intimate, friendly journalism which 
q Ce ow reflects the spirit of the community. Just as Clevelanders responded 
Ronald B. Hayes, public relations instantly when asked for information about their boys in the service. 
j- director for Spreckels Sugar Com- , as . . ° 
f pany, pleaded guilty to leaving the ~o do they give similar support to all public enterprises fostered by 
: tine page sear Fagg a “aa bo. 4 the Cleveland newspapers. In the case of THe CLEVELAND PRESs 
| this faith and confidence might properly be called Presstige. In the 
je 


last analysis it means not only power to do good; but power 

w 95 7 * to move goods. 
of fO | 

RADIO OWNERSHIP IN | 

AMERICA’S No. 1 MARKET » 4 THE ANSWER WAS SIMPLE. Ever since Pearl Harbor, 


Tue Press has been getting from relatives a file of photographs, 


The Press is a fast-moving newspaper in every respect—even 


to its circulation which is now the largest in its history. Two- 

Exceptionally high radio ownership ; is cl i [ 7 1. And all of it is 
‘ . , . : : : . . we s home-deltvered, And aul of u ts 

combined with the nation’s highest facts and unit assignments of bovs in the service. Selecting the right thirds of this cireulation is home-deli if 

er capita spendable income make ” . 

WTIC a sure bet for RESULTS! 


material, singling out names and photographs called for alert readily responsive to any worth-while idea, product or service. 


*Radio 2 1045 ‘ : : . . : 
Kadio Daily April 2, 1948 editorial action and hair-trigger mechanical follow-through. But 


more important than either was the thinking that went before. 


ea orn | | The Cleveland Press 


NEWSPAPER , 
tentotives: WEED & COMPANY “CLEVELAND |S A NEWSPAPER MARKET" 
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Old Gold Gives 
‘Reader's Digest’ 
Report New Push 


Results of Cigaret 
Survey Extended to 
Newspaper Space 


New York, July’ 1.—Following 
up its energetic radio promotion of 
Old Gold’s comparatively favorable 
rating in Reader’s Digest’s current 
analysis of cigaret advertising 
claims, P. Lorillard Company this 
week launched an aggressive news- 
paper campaign featuring the same 
theme. The imminence of this ex- 
panded promotion was reported ex- 
clusively in last week’s ADVERTIS- 
ING AGE. 

Thousand-line mewspaper ads 
hailed “Cigaret Facts Unmasked by 
Reader's Digest,” and urged con- 
sumers to get the July issue and 
find out “what this highly respected 
magazine reports.”’ Release of the 
copy marked the beginning of one 
of the most ambitious Old Gold 
newspaper schedules in some time. 
In contrast to the limited list used 
for the “Something New Has Been 
Added” copy which appeared in a 
few major markets earlier this year, 
the Reader’s Digest theme was 
launched on a_ nationwide basis. 
All papers carried the same size ads. 

A spokesman for Reader's Digest 
told ADVERTISING AGE today 
neither Lorillard nor J. Walter 
Thompson Company, Old Gold 
agency, had requested permission to 
use the magazine’s findings for ad- 
vertising purposes, pointing out that 
legally they are entitled to follow 
the procedure adopted. 


Single Reprint Okayed 


During recent years, the official 
went on, numerous requests by ad- 
vertisers to reprint material pub- 
lished in Reader’s Digest have been 
turned down, with one exception. 
In this case Continental Baking 
Company was granted permission a 
few months ago to distribute copies 
of an article on nutrition by Paul 


de Kruif, in which Wonder bread | 
was lauded for its vitamin-enriched | 
that | 


content. The magazine felt 
here the original purpose of the 
article, to stimulate interest in nu- 
tritional problems in cooperation 
with the federal government, would 
be advanced by Continental’s dis- 
tribution of the reprint. 

Although, so far as could be as- 
certained, no protests have been 


that | 


SEIZES OPPORTUNITY 


Cigarette 


facts 


Unmasked by Reader’ Digest 


Impartial tests find 


OLD GOLD lowest in Nicotine 
OLD GOLD lowest in Throat- 


Irritating Tars and Resins 


EHOW TOUS BEANO COMPARES WITH O10 BOLE 
Reader + Urges sengned « winnie sewing lahore 
ory 10 find os whens cogarenes They vexed seven ived 


| P. Lorillard Co. lost little time getting 
into newspapers last week with this large- 
space advertisement playing up a Read- 
er's Digest cigaret survey and playing 
down its “something new has been 


added" theme. 


registered with Reader’s Digest by 
major cigaret manufacturers, it was 
learned that immediately after the 
appearance of the July issue sev- 
eral inquiries were forwarded by 
ladvertising agencies representing 
leading brands, asking for addi- 
tional data on the tests. It is still 
too early to determine what reader 
reaction is or how newsstand sales 
have fared. 

One aspect of Old Gold’s adop- 
tion of the Reader's Digest analysis 
as a new campaign theme, which 
;}occasioned comment in advertising 
circles here, was the fact that La- 
takia, the “sometning new that has 
been added,” has been conspicuous 
|by its virtual absence from both 
radio commercials and newspaper 
copy. Reader’s Digest asserted in its 
article that Latakia has long been 
used in pipe tobacco mixtures in 
| this country. 

A new Old Gold “Victory” pack- 
'age has just gone into national dis- 
tribution, eliminating the use of 
|metallic inks and featuring a back 
|panel containing an_ inspirational 
message. The latter, entitled “Free- 
dom,” reads as follows: 

“Our heritage has always been 
freedom. We cannot afford to re- 
linquish it. 
safeguard that heritage, if we, too, 
do our share to preserve it.” 


Best Posters Published 


Outdoor Advertising, Inc., 
York, has published “100 Best 
Posters of 1941” for distribution to 
national advertisers and agencies. 


— Busivess WITH 
WENR is represented nationally by these 


More than 12,000,000 people live in 
WENR’s primary station area, which 
includes some of the wealthiest indus- 
trial and agricultural regions in the 
country. 

WENR covers this area at surpris- 
ingly low cost. The “ALL-COUNTY 
CENSUS OF RADIO LISTENING” — 
which uses the same yardstick to mea- 
sure the relative merits of all stations, 
shows that WENR covers more families 
than any other major Chicago station 
...at lower cost per thousand! 

Don’t overlook this tremendous radio 
value. In Chicago, the basic blue is the 
buy for you! 


CHICAGO'S BASIC BLUE NETWORK STATION 
50,000 WATTS ON ACLEAR CHANNEL—890k.c. 


yet 


THE 


. Bive Network spot sales offices 
New York Chicago San Francisco 
Hollywood Detroit 


*A name given to WENR's primary station area which includes most of Illinois and Wisconsin, 
and half of Indiana and Michigan. 


Our armed forces will | 


New 


Issues Pictorial Record 
of War Production 


Northern Pump Company’s Navy 
ordnance plant, Minneapolis, has 
released a 40-page pictorial record 
of its war production 
and morale methods. Entitled 
“Building Production Morale,” the 
booklet is a dramatic document on 
the plant’s contribution to the war 
effort. The high state of morale in 
this plant won it the coveted Navy 
“E” for excellence in production. 

The booklet, which was prepared 
and published at the suggestion of 
the chief of the Navy’s bureau of 
ordnance, Rear Admiral W. H. P. 
Blandy, is being distributed to 
all companies and _ organizations 
charged with war production re- 
sponsibility, as well as to the 7,000 
employes of Northern Pump Com- 
pany. Copies are available upon 
written request to United States 
Navy, Branch Public Relations Of- 
fice, Northwestern Bank building, 
| Minneapolis, or to Northern Pump 
| Company, Columbia Heights Branch 
|P. O., Minneapolis. 


| 
| 
| 


Eddy Joins Flack 


| Robert E. Eddy, formerly art 
| director of Gerth-Knollin Advertis- 
| ing Agency, Los Angeles, has joined 
the art department of Flack Adver- 
tising Agency, Syracuse, N. Y. 
Richard H. Wickham, Flack copy 
chief, has been appointed radio 
manager. 


operations | 


Tell Story of 
Crowded Wires, 
Phone Firms Urged 


Washington, D. C., June 30.— 
Telephone companies were urged 
this week by Chairman James L. 
Fly of the Board of War Communi- 
cations to institute an educational 
‘campaign via newspapers, radio and 
‘subscriber statements to reduce the 
number of local and long-distance 
| telephone calls and to shift them to 
| “off-peak” periods. 

Chairman Fly addressed a letter 
to all phone companies, calling at- 
| tention to the overloading of tele- 
|phone systems and the long delays 
which often result on toll 
made in direct connection with the 
|war program. A similar letter to 
all federal agencies urged that calls 
be cut to the limit and placed dur- 
ing uncrowded hours. 

He warned that a bad situation is 
likely to grow worse, since short- 
|ages in materials and personnel will 
probably prevent relief through ex- 
pansion of facilities, and asked that 


remedial measures “be taken 
| promptly.” 
The “off-peak” periods’ during 


which necessary calls should be con- 
centrated are between 9 p. m. and 


calls | 


| Herington, 


‘ident for the coming year. 


|& Eckhardt, 


July 6, 


eet 


9 a. m., noon and 2 p. m., and 5 to 
7 p. m. In the letter to federa] 
agencies, Chairman Fly asked that 
necessary long-distance calls be 
made during these non-peak perj- 
ods, and that letters and telegrams 
be used wherever possible. 

Important war calls have been 
delayed as long as six hours, Chair- 
man Fly said, and the situation js 
particularly acute in war produc- 
tion centers. He told reporters th:t 
phone calls in Norfolk, Va., had in- 
creased 245 per cent. 

The type of advertising urged by 
the communications chief has 
already been used to some exten, 
particularly in connection with suc) 
holidays as Easter, Mother’s Day 
and Father’s Day. 


Elects C. E. Herington 


The Industrial Advertising Coun 
cil of Pittsburgh has elected C. F 
sales director of th 
Mechanite Research Institute, pres- 
Othe 
officers elected were H. S. Downing. 
vice-president; Elliot G. Johnsor 
treasurer; and John F. Sweeny 
secretary. 


Union Bag to K&E 


Union Bag and Paper Corpora- 
tion, New York, has named Kenyon 
New York, to direct 
advertising. 
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ADVERTISING AGE 


— 
— 


Lee Maxwell Joins 


Parade Publications 


Lee W. Maxwell, former presi- 
dent of Crowell-Collier Publishing 
Company, has been elected vice- 
president of Parade Publications. 
Last year he was identified with a 
new point-of-sale plan whereby 
display space would be sold in groc- 
ery stores. 

In his new connection Mr. Max- 
wel! will be associate publisher of 
Parade, a magazine distributed 
through newspapers, and Parade’s 
Wecvkly, which has newsstand circu- 
lation. Marshall Field is publisher 
of the two magazines. 


Join NAB Committee 


Neville Miller, president of the 
National Association of Broadcast- 
ers, has named the following men 
to the sales managers’ executive 
committee of the NAB: Frank R. 
Bowes, WBZ, Boston; William 
Malo, 
Dirks, KTRI, Sioux City, Ia.; and 


Donald Davis, WHB, Kansas City, | 


Mo. 


Bathrick to Washington 


Don VU. Bathrick, general sales 
manager of Pontiac Motor Division, 
General Motors Corporation, has 
been assigned to Washington as as- 
sistant to R. H. Grant, GM vice- 
president, who is serving as liaison 
man between the government and 
the corporation on war materials. 


WDRC, Hartford; Dietrich | 


Admen in the 
Armed Forces 


Lambert Kohr, recently named 
director of special sound effects for 
KMOX, St. Louis, has been in- 
ducted into the Army. 

Park S. Woods, formerly produc- 
tion manager of Harry J. Wendland 
Advertising Agency, Los Angeles, 
is a sergeant in the coast artillery 
and is now serving overseas. 

There are plenty of advertising 
and public relations men 
public relations office of Camp Lee, 
Va. Among them are Lt. Joseph L. 
Dennison, formerly in the promo- 


tion department of Thomas Pub- 
lishing Company; Lt. Arthur 
Goodfriend, formerly with L. S. 


Goldsmith Advertising Company, 


New York; Sgt. Walter F. Peters, | 


formerly with Wrighters Associates, 
Toledo, O.; Pvt. Herbert French, 
formerly with American Arbitra- 


tion Association and with National 
| Advertising Service; 


Pvt. Henri 
Pascal, formerly with Lawrence C. 
Gumbinner Advertising Agency, 
New York; and Sgt. Richard Leigh- 
|ton, formerly assistant publicity 


'merly advertising director 


in the! 


of the 
Atlanta Constitution, has been as- 
signed as public relations officer to 
the Army flying school at Colum- 
bus, Miss. 

Victor Chaltain, with the New 
York sales staff of Parents’ Maga- 
zine, has been commissioned a sec- 
ond lieutenant in the Army air 
forces, and is temporarily assigned | 
to Miami Beach, Fla. 

Rodman Caterson, production. 
manager of Campbell-Ewald Com- | 
pany, New York, and vice-president 
of the Production Men’s Club, has | 
resigned to join the Army air forces. | 

Joseph T. Coenen, partner in| 
Alley & Richards Company, Boston, | 
has received a commission as first 
lieutenant in the Army air forces. 


Lt. Coenen has been assigned to 
Combat Intelligence. 
Lawrence W. Lowman, vice- 


president in charge of operations, 
Columbia Broadcasting System, 
New York, is now a major in the} 


Army. He will serve the Office of | 
Strategic Service in Washington, | 
D. C. 


Frank E. Pellegrin, director 


\tising, National Association of 
|Broadcasters, has been commis- 


sioned a captain in the Army. He 


| Fla. 


Relations. He will serve under Lt. 
Col. Edwin M. Kirby, former NAB 
public relations director. 

A. P. (Bondy) Bondurant, adver- 


tising manager of Glenmore Distil- | 


leries Company, Louisville, has been 
granted a leave of absence to accept 
a first lieutenant’s commission in 
the Army air forces. He has re- 
ported to Miami Beach, Fla., for of- 
ficer’s training and later is to join 
the air service command at Wright 
Field, Dayton, O. 

John M. Paver, manager of the 
field service department of National 
Outdoor Advertising Bureau, New 
York, has been commissioned as a 
major in the Army air forces with 
temporary duty at Miami Beach, 
Stanley W. Deck, formerly 
Maj. Paver’s assistant, has been ap- 
pointed to his position as manager. 

E. B. (Dane) Sorensen, formerly 
partner in Fielder, Sorensen & 
Davis, San Francisco, and a director 
of the recently-organized National 
Transit Association of NATA, 
joined the Army. He is now 


as- 


| signed to Camp Cooke, Cal. 
of | 
the department of broadcast adver- | Sawyer - Ferguson - Walker 


Charles E. Branham, manager of 
Com- 
|pany, Richmond, has been commis- 
_sioned first lieutenant in the Army 
\air forces and stationed at Miami 


|director for the Cincinnati Summer |is slated to assume administrative | Beach. 


Opera Company. 


‘duties in the radio branch of the} 


Kenneth J. Dolan, formerly man- 


First Lt. John K. Ottley, Jr., for- | War Department's Bureau of Public ‘ager of the Fitch Advertising Com- 


has 


Viyth 


OLSONOUS Life 


It popped up overnight... this fable about the scarcity of 
printing paper. But before it withered under the hot sun 
of facts, it had poisoned business by fooling some folks 
into thinking they might be unpatriotic if they advertised. 
Get this straight! For over a year now, total printing paper 
production always has exceeded consumption, although 
panic buying did push u, orders. There is ample paper 
today, over and above what Government and war industries 
require. Printed advertising continues to be productive, 
flexible and economical. Maintain present sales and protect 


your future markets by advertising on Champion paper. 


MILLS AT HAMILTON, OHIO... CANTON, N. C. .. . HOUSTON, TEXAS 


and Tablet Writing . . 


DISTRICT SALES OFFICES 


NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CINCINNATI + ATLANTA 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 
. Over 1,500,000 Pounds a Day 


Private Alan D. Bogarad, formerly art 
director of Reiss Advertising Agency, 
New York, stands beside the three water 
colors of air force scenes which won 
him third place for work exhibited by a 
member of the U. S. armed forces in the 
capital's annual outdoor art fair, spon- 
sored by the Washington Times-Herald. 


| pany, Albany, has been promoted 
| to 


captain in the Army. Capt. 
Dolan has been stationed in Hawaii 
since shortly after the outbreak of 
the war. 
| Pvt. Edwin T. Bottelson, former 
| assistant public relations director of 
Russel M. Seeds Company, Chicago, 
| is reported missing in action in the 
Alaskan war zone. He was a gun- 
ner on a flying fortress. 

John B. Upton, account executive 
| with N. W. Ayer & Son, New York, 
has been called to active duty as a 
first lieutenant in the engineer corps. 
He reported to Fort Belvoir, Va., 
| July 4. 
| KF. Allan Weed, formerly a mem- 
|ber of the advertising staff of the 
| Republican-Herald, Winona, Minn.., 


| 


has enlisted in the Army. He was 
|}inducted at Ft. Snelling, Minn., 
| June 29. 


| William A. Rogers, air express 
consultant to Railway Express 
Agency, New York, has been com- 
missioned a lieutenant commander 
in the Navy. Lt. Comm. Rogers 
saw service in World War I as a 
| Navy pilot serving with the English 
Channel patrol. 

W. H. Eaton, Jr., general sales 
manager of Shell Oil Company, New 
York, has been commissioned a cap- 
tain in the Army air forces and is 
assigned to Maxwell Field, Ala. 

Gordon Lundgren has left the 
production department of Doremus 
& Co., Boston, to enter the Army. 

Norman McLeod of the Boston 
Herald-Traveler classified ad de- 
partment has been called to service, 
| and is stationed at Ft. Devens, Mass. 


Ld . 
Diehl to ‘Le Canada’ 
| H. P. Diehl, state vice-president 
| (Canada) for Newspaper Advertis- 
ing Executives Association, and for 
| the past 16 years with the Montreal 
Daily Star, lately as national adver- 
tising manager, has been appointed 
busiress manager of Le Canada, 
| Mr ‘al French daily newspaper. 


GOOD PRINTING! 


‘| elntelligent service 

@ Expert craftsmanship 
© Complete facilities 

‘| ©@Lowest costs 


© Day and night production 


Let's Get Acquainted 


Sterling Printing Corporation 


a Phone—Superior 3277 
Ask for W. L. Cobufn 
325 W. Ohio St. Chicago, III. 
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Industry Is a Team 


One of the striking facts which | which forms its mainspring and fur- 
emerged from the stimulating re-|nishes the drive for plus produc- 
ports of successful war production |tion goals. 
drives presented at the great war| Given the right basis of team- 
conference of the National Indus- | work which is being established in 
trial Advertisers Association at At-|the war industries—and thus far it 
lantic City last week was renewed | is regrettable that not all manufac- 


emphasis upon the importance of|turers have been able to work out | 


teamwork in industry. The success|a program for a real production 
of joint efforts of labor and man-|drive—it seems to us that a splen- 


agement in producing the arms with |did foundation has been established | 
which to beat the axis should be|for a sound industrial and economic | 


highly significant to those who have | structure after the war. Both man- 
believed that industrial men, in the |agement and labor will have prob- 
shop and in the office, can’t work |lems to solve in the era of transi- 
together for a common purpose. ‘tion from war production to peace- 
That kind of teamwork, of course,/time manufacturing and market- 
presupposes mutual confidence and ing. But men who have stood to- 
respect. Management which has 8ether on the firing-line and have 
not recognized its responsibilities to | faced and overcome & CONNOR 
its workers as human beings, and |®™€™y retain ever after a spirit of 
which has failed to build the right |>Totherhood and fellow-feeling, and 
kind of understanding between its | the same spirit will pervade the war 
; # plants where every worker, regard- 
employes and the business, has ; 
‘ — less of whether he belongs in the 
trouble in establishing the labor- 
x ‘ lationshi hi | ranks of management or labor, has 
ae Cee WS Ch lhe to carry his share of the load. 


forms the essential basis for the | Labor relations in the future, as 


success of war production drives. | the result of today’s successful war 
And, on the other hand, labor men ‘experience, should start on a basis 
who are unwilling to recognize the | which should make it possible for 
good faith of management in di- | all industry to work successfully 
recting the enterprise in a spirit of |toward the goal of more and better 
mutual helpfulness and coopera-| production for the benefit of work- 
tion, cannot contribute to this vital ers, management and the public 
national effort the enthusiasm | alike. 


Explaining the Job 


One of the most important phases | 
of today’s great war production 


workers need to know more about 
their individual contributions to the 


drive has been the explanation to end result, so that they can feel a! 


each worker of the contribution 
which he is making in his own par- 
ticular job. Production executives 
have learned that many workers 
anxious to have a direct part in 
helping to make the munitions of 


real share in the responsibility for 
|the success of the enterprise as a 
whole. We that industry, 
having discovered the importance of 
promotion turned inward toward 
the workers during a national emer- 


believe 


war have not understood exactly | gency, will continue to employ that 
how their own individual opera- method in developing a greater de- 
tions have fitted into the over-all|gree of solidarity among all of its 


picture. 
Many cases have been reported 


employes later on. 

At the same time, there is a sug- 
of workers asking to be transferred gestion here for manufacturers 
to departments where they knew)|whose products are consumed by 
war equipment was being produced, ithe civilian population, to show 
not realizing that their own work /their workers and customers the 
was directly in line with the manu-| value of their part in the national 
facture of equipment or materials|effort. Every worker and every 
highly essential to the war effort.| civilian, no matter how apparently 
Obviously the part that each worker | remote from the war effort he may 
plays must be explained and dram- | be, is actually a part of the national 
atized, and this has been one of the| effort for victory Advertising 
most spectacular parts of the pro-| which explains this fact, and builds 
motion programs which have been civilian morale by increasing public 


so successful in getting ‘increased enthusiasm and cooperation § in 
production all along the line. every phase of the war program, 


Here is a suggestion which should 
not be allowed to be forgotten after 
the war crisis Industrial 


can be an important aid to the final 
victory, and can likewise do much 


is over to win the post-war peace. 


"| got it at a sale at Gimbel's!"’ 


Information 
for 
Advertisers 


| 
| 
| 
| 


The following documents may | 
/secured without charge from com 
| panies sponsoring them, or throug 
| ADVERTISING AGE, by any nationa 
jadvertiser or advertising agenc) 
|}executive writing on his busines 
letterhead. 


|No. 2009. Milprint Victory Packag 
| ing. 

What packaging has to do wit! 
the war is the story of this bro- 
chure in which Milprint, Inc., illus- 
trates new devices, bags, cartons 
and other containers of non-strate- 
gic materials. The facilities and 
services of the company are shown 
in detail. 


No. 2010. Sound Selling Strategy 
that Meets Today’s Conditions. 
| Facts about the ceramic and clay 
products industries and the market 
they represent are given in this 
|booklet issued by Industrial Pub- 
lications, Inc. Contents of the 1942- 
/1943 edition of Ceramic Data Book 


Men's Apparel Reporter. 


Ad-libbing 


| 


The Changing Ad Scene 


That recent page in The Ameri- | 


\can Weekly, showing how advertis- 
ing has changed and is changing, 
impressed us as a very good job of 
\interpreting advertising to the gen- 
eral public. We particularly liked 
the discussion of the American 
“selling economy,” and the sugges- 
tion that while advertising has been 
| very closely linked to selling, to the 
| benefit of all of us, “the newer real- 
‘ization of advertising is that adver- 
tising is really only a quick and 
easy way to talk with a lot of peo- 
ple at once.” That’s a definition 
that makes sense, and that almost 
anyone can understand. 


‘Double Duty Dollars 

| We like the “double duty dollars” 
‘concept which Meredith Publishing 
{Company is encouraging through 


| 
| 
| 


| Better Homes & Gardens and Suc- | 
cessful Farming and the practical, | 


|down-to-earth manner in_ which 
this concept is being inculcated, 
{without too much fanfare, and 


minus the usual vigorous crusad- 
ing approach. The idea itself is one 
with which most of us are becom- 
ling familiar—the concept of buy 
‘ing war bonds and earmarking 
| them for a specific purpose—a new 
house, or a car, or whatever it may 
be—after the war is over. But it’s 
the technique the magazines are 
using that is most interesting. The 
idea isn’t presented as a campaign; 
there are no labels, no symbols, 
and no slogans for it. Instead it 
appears naturally and fittingly in 
editorial material dealing with a 
wide variety of subjects. For ex- 
ample, here’s how the “double duty 
dollars” concept is woven into typ- 
ical editorial material in the July 
issue of Better Homes: 

In a story on attic insulating: 
“The money your insulated attic 
saves you on fuel bills can be put 
into war bonds that will later pay 
for having the side walls insulated.” 

In a special planning-for-today- 
and-tomorrow editorial feature in 
which the entire concept of “double 
duty dollars” is presented in dra- 
matic form. 

In the regular monthly Bildcost 


Gardened Home feature: “Plan 
your new home now! Most Better 
Homes & Gardens families can’t 


build a new home now because of 
wartime restrictions. But now’s 
the time to plan and save for your 
home. Do it by putting this Bild- 
cost story in your scrapbook and a 
sufficient portion of your regular 
savings in war bonds (earmarked 
‘Our New Home’) to finance it.” 

In an article, “Helps for Can- 
ning”: “If you’re lucky enough to 
have a_ pressure cooker, by all 
means use it. And share it with 
your less fortunate neighbors. They 


‘are outlined, with a breakdown of 
|distribution and readership and a 
|description of the services it per- 
forms in the ceramic field. 


lean’t buy one now —that is, until No. 2011. American Scene, 1942. 
after the war.” Ideal Women’s Group has issued 

And in a box featuring a letter- this survey of its readers, which 
writing contest: “Tell us what gives a report on Ideal reader fami- 
you’re doing today about the home | /i€s, their occupations and incomes, 
you're going to build tomorrow, the Ownership of homes, automobiles 
new refrigerator’ or automobile | #"4 electric appliances, with a de- 
you're planning to buy, come peace. tailed readership tabulation. One 
_. Are you tucking away war sav- section of the booklet shows the use 
ings bonds to make your plans | 2"4 place of purchase of 22 classes 
possible? . . .” of beauty preparations. 


|No. 2012. 
to Tell. 


» ’ The Story Industry Has 
Free Promotion Ride 


Bennett A. Cerf, who heads the | 
Modern Library publishing house, | 
| makes no bones about how de-| 
lighted he is with a competitor’s ad- 
| vertising campaign. It seems that 
recently Simon & Schuster brought 
,out a new edition of Tolstoy’s “War 
and Peace.” An aggressive promo- 
tion drive, offering the book at $3, 
has boosted the classic into the best 
|seller class. 

But it so happens that Modern | 
Library also has “War and Peace” 
for sale. In fact, selling for $1.45, | 
this has consistently been one of 
the quickest-moving items on the | 
list. As a result of Simon & Schus- | 
ter’s campaign, the Modern Library 


edition has attained still greater 
heights. 

“We let Simon & Schuster do all | 
the advertising,” chuckles Mr. Cerf. | 
Jottings 

More Precious Than Rubies 
Dept.: Edward Wiggins, a printer's 


machinist for the London Daily 
Express, was fined £5 when a de- 
|tective discovered him leaving the 
|paper’s premises with 26 copies of 
the day’s issue secreted under his 
coat, which he had hoped to dispose 
of on the black market. 

Baird & Warner, Chicago real 
estate organization which dates 
back to 1855, is currently regaling 
its clients with a copy of a letter 
which Lyman Baird wrote to a 
client in 1876. He explained that 
while he had succeeded in disposing 
of the client’s property, he was 
having some difficulty in investing 
|the proceeds in anything really safe 
|that would yield a 10 per cent re- 
jturn. However, he wrote, “we are 
| having frequent calls at 9 per cent, 
which is about as much as money 
will bring on acceptable securi- 
i 

You'll probably be seeing more 
and more joint action on the part of 
local enterprises to solve some of 
the problems .which the war is| 
bringing to the fore. The other) 
day, for example, the Enterprise, | 
Belleville, Ill., carried a good sized 
ad signed by 17 local eateries, an- 
nouncing that hereafter each of 
them would be closed one day a| 
week in order to conserve on elec- | 
tricity and fuel and to ease the| 
labor problem. One group closes | 


Mondays, another Tuesdays, etc. 


\certainty of 


Crowell-Collier Publishing Com- 
pany has issued this booklet about 
the necessity of advertising in war- 
time, reminding manufacturers con- 
verted to war production that it is 
“cheaper to hold a market than to 
re-acquire one.” 


No. 1966. As Certain as Sunday. 


The firmly-rooted habit of Sun- 
day comic section reading among 
adults as well as children, and the 
assimilation of an 
advertising message in this medium 
are brought out in this folder issued 
by Metropolitan Sunday News- 
papers, Inc. The facilities of the 
Metropolitan Group are outlined, 
with figures on coverage and comic 


,section readership. 


No. 1956. Circulation and Market 


Data. 


Radio Station WSGN has issued 
this market study of northern Ala- 
bama and the city of Birmingham. 
A county breakdown of market 
statistics is provided, with maps of 
coverage areas. 


No. 1987. If You Had Four Apples. 

This folder, issued by the Los An- 
geles Times, provides a record of 
Los Angeles newspaper linage 
broken down by classifications, with 
the figure for total display and total 
advertising for the first three 
months of 1942. 


No. 1950. “There’s a Woman in the 
Galley, Sir.” 

“Blow me down,” says this nau- 
tical-minded folder, issued by Radio 
Stations WBZ-WBZA to tell the 
story of WBZ’s Home Forum. It 
gives the background of the pro- 
gram and its director, lists current 
sponsors, and reproduces some com- 
ments from users about the job the 
program is doing for them. 


No. 1971. The Memphis Trad 
Area. 
Memphis Publishing Company 


publisher of the Commercial Appea! 
and Memphis Press-Scimitar, has 
issued this new map, which incor- 
porates sections of the four states 
making up the Memphis trade area 
A table provides figures on retai! 
sales, population and newspape! 
coverage of counties and towns ove! 
2,500 in the market. 
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Quality Standards 


Held Essential | 


to Price Control 


OPA Will Work with 
Existing Agencies, 
Says Leon Henderson 


New York, June 30. — Quality 
st. ndards for consumer goods are 
essential if price control is to func- 
tion effectively, according to OPA| 
Administrator Leon Henderson, who | 
indicated this week that an ex-| 
pansion of work along these lines 
is in the offing. 

In setting down his views for the 
American Standards Association, | 
Mr. Henderson asserted it is not his 
office’s intention to “draw up a 
series of regimentations for every 
one of us to follow.” Nevertheless, | 
he observed, the OPA “‘is fully cog- 
nizant of the fact that a price ceil- 
ng alone will not necessarily have 
the effect of preventing ‘real’ price 
spiraling in all cases.” 

Determination of whether or not 

consumer obtained the same) 
‘serviceability” in the 59-cent towel 
he purchased in June as in March, 
he observed, is a technical, not an 
economic, consideration. 


Technicians’ Aid Needed 


“Surely the consumer coming to 
market is not ordinarily qualified” | 
to gauge quality, he went on. “In 
most cases all she knows is that} 
the price and size may be the same, 
but is the towel the same? Is the} 
fabric as strong, as absorbent, as 
fast in color as the one she may 
have bought in March? After she} 
buys the towel and finds that it} 
wears out too soon, it is too late to | 
make a complaint. In Canada it 
has been reported that in order to 
maintain the price ceiling, variety 


and quality in goods and services| , 


are being ruthlessly sacrificed.” 

Mr. Henderson said that in devel- 
oping needed quality and perform- 
ance standards existing facilities 
and data will be employed. The | 
resources of government agencies, 
commercial testing laboratories and 
standardization organizations will 
be harnessed. 

“Effective and proper methods of 
enforcement are being developed so 
that price control will be main- 
tained from the retailer through to 
the manufacturer or producer, and 
in such a way that the flow of 
goods and materials will not be! 
seriously hampered,” he said. “In- 
spection and investigation will be 


EVERY ADVERTISING 
MAN SHOULD KNOW 


asout Pullmatch 


THE SAFEST MATCH 
IN THE WORLD! 


Keep up with things! There's o 
new kind of match in a new kind 
of packet . . . Pullmatch, the 
match that lights with o pull, 
the match thot con be mailed, 
the match in the flatter, more 
convenient pocket—that offers 
more space for copy and cuts. 
With Pullmatch your advertising 
message is never folded back 
out of sight. It's visible during 
the striking. 


FREE 
SAMPLES! 


We want to send you 
Pullmatches to put to the 
most rigid tests. We 
know they'll come 
through with o flash. 
Write today. 


AMERICAN PULLMATCH DIVISION 
©! The Kilgore Manufacturing Co. 
103 E. Broadway St., Westerville, Ohio 


Ra 


maintained at each of the levels 
necessary to properly isolate and 
solve tendencies toward price rises 
and quality deteriorations.” 


‘SEP’ Cover Forms Theme 
of ANPA Advertisment 


Norman Rockwell’s Saturday 
Evening Post cover, showing the 
apple-peeling private avidly de- 
vouring his hometown newspaper 
while his K. P. duty is forgotten, 
forms the theme of the current 
newspaper advertisement issued for 
publication in member papers by 
the Bureau of Advertising, Ameri- 
can Newspaper Publishers Associa- 
tion. 

This advertisement continues the 
Bureau of Advertising series em- 
phasizing the indispensability of 
newspapers to a people at war. 


Jasper, Lynch Add Two 


Matchless Album Company and 
Monogram Company, Long Branch, 
N. J., have appointed Jasper, Lynch 
& Fishel, Inc., New York, as adver- 
tising agency. 


Wartime Tempo 
Marks New Life 


Insurance Copy 


| New York, June 29.—First in a 
series of five advertisements to be 
run this summer by the Institute of 
Life Insurance appeared here today 
with new copy reflecting a wartime 
tempo and the specter of possible 
epidemics. Emphasizing the neces- 
|sity for keeping healthy and thus 
|relieving strain on the medical pro- 
| fession, the insertion warns that by 


|for serious 


| for 


| 


the end of this year nearly one-| 


third of America’s total medical 
|force will have been called to duty. 


“Just by keeping well you can 
help win this war!", the copy is 
captioned. . do your level best 


to stay well, to keep from being sick 
and losing time or spreading your 
illness. . 
35,000 nurses and 40,000 physicians 
|and dentists will be away at war... 


. By the end of this year | 


save our remaining doctors’ 
and unavoidable 
accident.” 

The five-ad series is scheduled 
281 newspapers in 171 cities 
throughout the country. The first 
two advertisements will appear at 
weekly intervals while the last 
three will be spaced two weeks 
apart. J. Walter Thompson Com- 
pany is the agency. 


time 
sick- 
ness and 


Pushes Shredded Wheat 


Beginning the last week in June}! 


and following through July and 
August, National Biscuit Company 
is conducting one of the largest 
advertising campaigns in its history 
for the combined use of Nabisco 
shredded wheat and peaches. Timed 
to break in all markets from coast 
to coast with the appearance of 
peaches, insertions will be carried 
in over 500 newspapers. National 
magazines included on the schedule 
are The American Weekly, 


Housekeeping, Ladies’ Home Jour- 


| Mfg. Company. 
Good | 


Expands Ad Department 

American Aviation 
Washington, D. C., publisher of 
American Aviation, American 
Aviation Daily and American Avia- 
tion Directory, has expanded its 
advertising and business depart- 
ments. Thomas E. Lindsey, for- 
merly with United Air Lines, Wash- 
ington, has been appointed business 
manager. Thomas McGill, formerly 
Midwestern advertising representa- 
tive, has been named advertising 
manager; Harry W. Brown, for- 
merly space salesman for several 
magazines, has been named Mid- 
western advertising representative, 
and O. R. Elofson, Eastern advertis- 
ing representative. 


Associates, 


McBride Advanced 


George H. McBride, Glenshaw, 
Pa., has been appointed sales man- 
ager of the Nuttall Works, Pitts- 
burgh, of Westinghouse Electric & 
He succeeds N. C. 
has become secretary- 


Coin, who 


; |manager of American Gear Manu- 
nal, Life, McCall’s and The Satur- | 
and so, for our own sakes we should | day Evening Post. 


facturers Association, replacing 
J. C. MeQuiston, retired. 


... for war-born night owls 


It’s a topsy-turvy world, says Joe. Working the late 
shift, he answers an alarm clock reveille in mid-after- 


noon. Ends his working day when ordinary mortals 


are pounding the pillow. Never seems to catch up 


with what’s happening 


in this old world. 


It was for Joe and thousands of Cleveland war work- 


ers like him that WGAR created a very special radio 


show. Six times weekly, the Night Shift swings into 


action during the hour before midnight. It tells Joe 


who won the ball game and the big fight. Brings 


latest news flashes from distant war fronts. Obliges 


with everything from 


batting averages to the latest 


platters of listeners’ favorite bands. It is just what the 


BASIC STATION...C 
G. A. Richards, President... 


OLUMBIA 


BROADCASTING 


doctor ordered for tired war workers . . 


. a combina- 


tion of news and music, entertainment and relaxation. 


Surprising how much our war-born night owls 


appreciate this service. They write their thanks. They 


phone to request special numbers. They responded 


to a souvenir offer with more than one thousand 


dimes. All of which leads us to believe that Night Shift, 


like other specially prepared WGAR programs, ts help- 


ing to win the war . 


.. by making life fuller for Joe. 


STEM 
_John F. Patt, Vice President and General Manager 


SY 


Edward Petry & Company, Inc. 


National Representative 
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Tax Allowances in 
Canada Clarified 
by ACA’s Action 


Toronto, Can., July 1.—An excel- 
lent illustration of how an associa- 
tion can work with the government 
in clarifying fiscal problems as they 
relate to the particular business of 
the association is shown in the re- 
cent negotiations between the Cana- 
dian Commissioner of Income Tax 
and the legislative committee of the 


Association of Canadian Adver- 
tisers. 
The negotiations which began 


shortly after a statement by the Hon. 
Colin Gibson, Minister of National 
Revenue, foreshadowed drastic 
changes in the income tax deductions 
which could be charged to advertis- 


ing expenses. After a quick council 
among the various branches of the 
advertising business, it was decided 
that C. R. Vint, chairman of the 
ACA legislative committee and 
president of Colgate - Palmolive - 
Peet Company, should be dispatched 
as an envoy to Ottawa to discuss 
the ramifications of the problem 
with C. Fraser Elliott, Commis- 
sioner of Income Tax. 


Circularizes Vint Letter 


At the conclusion of their meet- 
ing, after returning to Toronto, Mr. 
Vint drafted and sent a letter set- 
ting forth his understanding of the 
points they discussed. The letter 
was so clear an interpretation that 
Commissioner Elliott had it circu- 
larized and distributed to his in- 
spectors. The letter said in part: 

“The Income Tax Branch and the 
Department of National Revenue 
fully appreciate the important part 
which advertising plays in Cana- 
dian business, and there is no in- 
tention to restrict reasonable and 
normal advertising ... (they are) 
charged with the 


this reason advertising expenditure 


should be carefully controlled .. .” 

The letter then went on to clas- 
sify advertisers into two classes: 
those who were experiencing large 
increases in sales due to govern- 
ment orders and those whose busi- 
ness does not include war contracts. 
Of the first, the letter said: 
extra government business was ob- 
tained without benefit of regular 
sales and advertising effort. Ob- 


viously there must be a limitation | 


of allowable advertising expense... 
the department will not allow for 
tax purposes a greater amount of 
advertising expenditure than 
which was made in the standard 
period 1936-1939." An exception of 


not more than 10 per cent is made | 


where profits or turnover have in- 
creased from 30 per cent upward on 
a sliding scale. 

Where advertisers do not 
government contracts, expenditures | 
will be allowed on a normal or rea- 
sonable basis. The limitation men- 
tioned in the Revenue Minister’s 
press statement—a maximum allow- | 


“The | 


that | 


have | 


were depression-end years, and 
showed a rising sales line. He in-| 
dicated that there were no hard- | 
and-fast rules, and that individual | 
cases would receive individual con-| 


2 : 

'sideration from inspectors. “Thus | 
we see,” he wrote, “that it isn’t a| 
question of a specific over-all 


amount or percentage basis of so 
|}much per case or gross.” 

The ACA official’s letter also 
made clear the retroactive feature, 
and noted that consideration would 
be given by the inspectors to new 
products introduced after the base 
period, and that new companies 
founded since the ’°36-39 period | 
| would receive allowance deductions 
in relation to normal expense in re- | 
lated lines. 
| Mr. Vint also noted that certain | 
| important factors, from an adver-| 
'tiser’s viewpoint, were presented at | 
the meeting, including salary in- 
creases, increased traveling ex- 
penses, raised rate and line rates, 
|increased production costs, ete. The | 
'government was also reminded that | 
restricted motor car operation has | 


eet 


BEWARE CONTAGION! 


Now’s no time to flirt with 


COMPAGTON | 


REMEMEER (WE 7 
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E43 DIXIE CUPS 


| | Made at Darlington, &. €. 
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responsibility of Warning that "Now's no time to flirt 


with contagion!’ Dixie-Vortex Co. ran 
test newspaper copy recently in three 
Southern cities, through Moser & Cotins, 


Artkraft War Materials — 
Like Artkraft Signs — Are 
the Finest. 


ance of 10 per cent over the stand- | forced advertising to aGutEnS 8 por 
ard period—“may be termed ‘in- tion of personal selling’s duties, that | 
dicative’ for guidance of inspec- advertising appropriations have 

pe | habitually been increased whenever | 


protecting the national revenue col- 
lection . . . this is particularly im- 
portant by reason of the excess 


profits tax provision which may en- tors... sin aeamaeies tial ok cake te | New York. The ads emphasized the 
courage the advertiser to permit Mr. Vint’s letter clarified the | sed ¢ United mente ~ ae a a | eee _ Sateemen o Dixie cups and 
abnormal expenditure in his busi- adoption of the standard period by | " rene ates competition con- | urged readers to say "Please serve mine 


tinues to be a major factor, and that 
advertising already tended to be} 
restricted because of price ceiling)ences and difficulties between 
pressure. |groups of taxpayers, producers and 
Concluding, Mr. Vint pointed out | distributors, and the government. . 
that members of the ACA supported |The correspondence makes it plain 
the newspapers, radio and period-| that the general advertising policy 
icals of Canada. “Thus advertising| of the department does not include 
not only keeps the wheels of indus-| an intention to restrict ‘reasonable 
try turning,” he wrote, “but it gives|;and normal advertising.’’ The 
the people of Canada the very best| Globe and Mail declared further in 
in news and entertainment for a/an editorial that the ACA-Elliott 
small part of its basic cost.” parley was an example of “har- 
The exchange of letters and the|monious and mutually satisfactory 
cooperation of the government and| cooperation between a government 
the association were hailed as an) official and the executive of a self- 
example of desirable business-fed- | disciplining business organization. . 
eral relationship. Said Wellington, Mr. Elliott and Mr. Vint are to be 
Jeffers, financial editor of the To-| congratulated. They have proved 
ronto Globe and Mail: “It seemed| that the public interest is best 
to me to open up a model way of|served by cooperation between the 
approaching and settling the differ- government and the governed.” 


ness to avoid the high tax rate. For pointing out that the years 1936-39 in a Dixie cup" when drinking in public. 
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SALES SOAR WHE 
Twins WAKE OVER 


Only adequate coverage . . . and intensive 


merchandising could accomplish the envi- 
able sales results enjoyed by advertisers 
who today use the “Twins” — super-sell- 
ing stations blanketing the wealthy Texas 
Gulf Coast. 


In Houston, KXYZ.. . 


Christi, KRIS, dominate great metropoli- 


and in Corpus 


tan centers situated in the heart of areas 
nature geared for war production. Today, 


more than ever before, oil, cotton, live 


INDUSTRIAL 
Payrolls and Employment 


Conversion of Toledo's factories to 
war work began long before Pearl 
Harbor. Every month during 1941 
showed industrial employment 
gains over the same month of the 
preceding year — and today the 
payroll of Toledo's industries is 
35% ahead of 1941. 


Industrial employment in Toledo 
is now over 100% above the 5-year 
average during the period 1935 to 
1939—based upon weekly employ- 
ment records of leading manufac- 
turing establishments. 


TOLEDO BLAD 


One of America’s Great Newspapers 


REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


stock, farm produce and the finished prod- 
ucts turned out by gigantic Gulf Coast in- 
dustries are in demand by a country at war. 
Here you'll find no plant conversions, no 


lay-offs. 
Represented 
nationally by the The 


“Twins” 
Branham Co. 


offer you special combina- 
tion rates . . 


ee dising 


_KXYZ- 


. yes, and unique merchan- 


“extras.” Write for facts today. 


KRIS” 


CORPUS CHRISTI — NBC RED, BLUE, MUTUAL AND 
LONE STAR CHAIN 


ee 
. , . 


When the Twins tell it — You sell it! 
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“FRANKLY, GENTLEMEN, 


WE NEED ADVERTISING!” 


Here is what the Advertising Club of New York did for Civilian 


Defense in the world’s largest city ... here, by implication, is the 
partial answer to the question... 


“Where do you (as an advertising man) fit in this war?” 


The date was May 4th. It was the first busi- 


ness meeting of the War Activities Council of the Ad- 
vertising Club of New York. 


The speaker, representing the City’s Civilian Defense 
Volunteer Office. concluded: “Although we have a quar- 


ter-million air raid wardens, we need many more thou- 
, sands of men and women to help protect our city from 
the dangers of sabotage and the horrors of air war. We 


: need auxiliary firemen, patrolmen, nurses’ aides, tele- 
phone operators, and volunteers for a host of other 
) civilian wartime services. We need them desperately 
and we need them now—but we are not getting them 
fast enough. Why? Lack of advertising! It isn’t that 
people are lethargic. disinterested, or unpatriotic; it is 


n . . 

simply that they don’t realize how urgently they are 

d : : i 2 
needed —how much they can do—how important it is 

7 that they do it. They must be told and they must be 

\ sold. Frankly. gentlemen, we need advertising!” 

le — - , , 

| Specifically. this is what C. D. V. O. wanted: a total 
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of 204,300 new enrollees--equivalent to the approximate 
population of entire cities like Dayton, Ohio. Omaha, 
Nebraska, or Oklahoma City. 


Of this number, 100.000 were required as Auxiliary 
Firemen; 70,000 as Air Raid Messengers: 10,000 as 
Nurses’ Aides; 8,500 as Report Center Workers; 7,500 
as City Hospital Workers; 3,000 as Health Assistants; 
3.000 as members of the City Patrol Corps; and 2.300 as 
Fire Department Telephone Clerks. The number needed 
was greater than the prewar peacetime strength of the 
United States Army! 


Despite the magnitude of the assignment, the Adver- 
tising Club of New York was ready: the War Activities 
Council had the project “in work” before the day was 
over, 


Out of conference came a campaign—a 17 point pre- 
gram that was presented to the C. D. V. O. with the 
statement, “You okay and arrange for the City’s coopera- 
tion: we'll do the rest.” 


Civilian Defense authorities looked over the program: 
analyzed it: endorsed it; brought it to the attention of 


the Mayor. Result: June 8th to 13th was officially pro- 


claimed, “Civilian Defense Week!” 


Theme of the campaign was the question, “Where do 
you fit in this war?” and here are the highlights of what 
was done to bring that challenge to every adult) New 


‘ orker: 


1 At luncheon. June 3rd. at the Advertising 
Club. Mayor LaGuardia proclaimed Civilian 
Defense Week. Newsreel pictures, for distri- 
bution to all local theatres, were taken of the 
Mayor as he deseribed the importance of 
Civilian Defense and exhorted, “Prepare!” 


te 


Throughout the campaign, more than 350 New 
York radio programs broadeast the story of 
Civilian Defense. Well-known — advertisers. 
and popular radio personalities. gave freely of 
their time to urge. “Volunteer!” 


~ 


Metropolitan newspapers devoted full) pages 
to explain in detail the requirements of each 
Civilian Defense category. inserted a coupon, 
and added, “Apply!” 


— 


Department stores, and other large users of 
daily newspaper space. donated thousand. of 
lines to advertise. “Sign up!” 


5 On subway and elevated platforms. posters 
showing workers wanted recommended, 
“Join!” 

6 —In street cars. buses. and subway trains, car 
ecards and placards—specifying the services 
that needed personnel suggested, “Register!” 

7 In the city’s churches, the pulpit stressed the 
importance of Civilian Defense; counselled, 
“Serve!” 

8 Throughout industry. recruiting officers were 
appointed to tell fellow-employees. “Partici- 
pate!” 

9 On street corners. in amusement parks, and at 
important squares. bands and entertainers 
enthusiastically “put on” special events with 
the message. “Enlist!” 

10 Booths were set up on city property, and in de- 
partment stores, with signs that read, “Enroll!” 

The Copy Division of the War Activities Council wrote 
speeches and fact sheets for radio: full page stories for 
newspapers: copy for department store advertisements; 
copy for posters. placards. and ear cards; talks and facet 
sheets for the pulpit: slogans and speeches for special 
events: a l6-page “Manual for Recruiting Officers.” 


The Art Division made layout~ for newspaper-: lay- 
outs and sketches for department store advertisements: 
layouts and drawings for posters. placards. and ear cards: 
laveuts and illustrations for the reeruiting  offieer- 


manual, 


The Production Division mimeographed all copy: 
made photostats of all artwork: obtained engravings 
free: got paper without charge: produced all printing 


and lithography at no cost to C.D. NV. O.: supplied a 
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“package” of finished material to each organ- 
ization cooperating. 

The Special Events Division acquired well- 
known talent: arranged all rallies. 

The Media Division obtained all radio time 
and the cooperation of radio announcers and 
advertisers; procured full page stories in news- 
papers; secured department store advertising 
and space in department stores for enrollment 
booths: arranged for talks in churches; ob- 
tained transportation company space for posters, 
placards, and ear cards, 


Although the scope and schedules of this 
program would have swamped all but the larg- 
est agencies, the War Activities Council met 
every deadline. 

And although the time, space, talent, and pro- 
duction would have cost thousands of dollars, 


the job was done without a penny’s cost to 
C. &. F. @. 


How it was possible is a story in itself: 


Weeks earlier, the Board of Directors of the 
Advertising Club recommended and authorized 
establishment of the War Activities Council to 
provide free advertising assistance for promo- 
tion of the war effort within the New York area. 

To each of the Club’s 1800 members a ques- 
tionnaire was sent asking for a statement of 
capabilities and of available time for war work. 
It was a checklist covering everything from the 
solicitation of space or time to the production 
of copy or artwork and the donation of en- 
gravings or printing. 

Based on this survey of membership, the Club 
established a card index system to show, for 
example, who could write, who could make lay- 
outs. who could get radio time, who could do 
this and who could do that, 

From this catalog of abilities, the War Aectivi- 
ties Council was formed. 

Today, as a result of this preliminary organ- 
izational work, the War Activities Council of 
the Advertising Club of New York is a well- 
organized group prepared to undertake any 
promotional activity of benefit to the war effort. 
It is capable of coordinating city, state, or fed- 
eral campaigns within New York City, elim- 
inating the confusion and duplication of effort 
that result from conflicting schedules. 

In the words of the Club’s Board of Directors, 
“The services of the Advertising Club of New 
York are tendered to those responsible for the 
various departments of war effort in the City of 
New York for whatever work the Club and its 
members can best perform; further, the Adver- 
tising Club of New York will cooperate in 
every possible way with the national Advertis- 
ing Council to participate in any national pro- 


grem. 


Other groups which have patriotic or war effort messages specifically addressed to the advertising field are invited to make use of this space in future issues. 
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Widening the spread 
advertising leaderstt 


The Tribune’s lead in department store 


une 52.8% of their expenditures for advertising _ full share of the sales voluailat 
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advertising expenditures over the next 
Chicago newspaper increased from 163% 
during the first five months of last year 
to 195% in the like period of this year 


HH are additional timely facts to help 
you build your sales drive to best advan- 
tage in Chicago. 

Selling millions of dollars’ worth of mer- 
chandise to people in all walks of life, depart- 
ment stores have daily opportunity to check 
reading habits and detect trends in media values. 

During the first five months of this year, 


Chicago department stores placed in the Trib- 


~ PERCENTAGES OF WANT) ADVERTISING 
i LINAGE PLACED IN CHICAGO NEWSPAPERS 
| First 5 Months of 1942 

: 


. he ee 


CHICAGO TRIBUNE PAPER E PAPER B PAPER C 


in Chicago newspapers. 

This was practically three times as much as 
they placed in any other Chicago newspaper— 
and more than they placed in all other Chicago 
newspapers combined. 

They increased the Tribune's lead over the 
next Chicago newspaper from 163% in the first 
five months of 1941 to a lead of 195% during 
the like period this year. 

As the medium which obviously sells more 
for department stores, the Tribune can give 
you the most help in achieving your objective 
in the great Chicago market. 

It can do so because it is the one Chicago 
newspaper which delivers the full-market, all- 


income coverage you need in order to get your 


Chicago Tribune 


THE WORLD'S GREATEST 


May average net paid total circulation: Daily, Over 1,000,000—Sunday, Over 1,100,000 


Charted at the left is testimony representing the collec- 
tive experience of thousands of individuals and firms 
spending advertising funds for direct, immediate re- 
sults—want advertisers. By the widest margin in 
vears, they are testifying to the Tribune's greater 
productivity. During the first five months of this vear, 
want ad users placed in the Tribune §2.3°% of the total 
want advertising linage appearing in Chicago news- 
papers. This was more than three times as muh as 
they placed in any other Chicago newspaper — and 
more than they placed in all other Chicago news- 
papers combined. Thev increased the Tribune's lead 
in classified from 132% in the first five months of 1941 
to a lead of 213° in the like period this vear. 
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It pays to advertise in the newspaper more people want! 


During May the Tribune delivered 540,000 _ livered 315,000 more total circulation than 

more total daily circulationthanany other the second Chicago Sunday newspaper and 
Chicago daily newspaper—and more than 740,000 more than the third Chicago 

any two other Chicago daily newspapers Sunday newspaper. Whe you can Have * ***° 
combined. On Sundays, the Tribune de- more, why take less? 
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Voice of the Advertiser 


Ration Book Holders 


Prove Popular 

To the Editor: Here is a picture 
that tells its own story. 

Within a few hours after Uncle 
Sam dished out those sugar ration 
books to housewives, retail sales- 
men and brokers’ salesmen of P. 
Duff & Sons, Inc., Pittsburgh food 
manufacturer, were passing out 
thousands of these manila en- 
velopes to grocers all over the 
country. 

First in the food field with pro- 
tective holders, the company had 
no idea that the demand would be 
so great. 


print is under discussion. The gov- 
ernment issued about a hundred 
million war ration books to house- 
wives and that’s a_ considerable 
number of envelopes for one manu- 
facturer to provide. Fortunately, 
other advertisers have jumped in 
with similar packets. 

You will note that the Duff tie-up 
is very timely inasmuch as the Duff 
baking mixes require no sugar be 
added by the housewife. 

W. EarL BOTHWELL, 

W. Earl Bothwell Advertising 

Agency, Pittsburgh. 


Clothes Moths? 


To the Editor: I am enclosing a 
box side for Klinzmoth moth flakes, 
which announces that Klinzmoth 
“kills clothes moths and larvae like 
the devil!” Now what I would like 
to know is whether the moth flakes 
clothe the moths and larvae, or 
whether the preparation § kills 
clothes, moths and larvae. Interest- 
ing speculation, what? 

Buppy BAScH, 
New York. 


Product Advertising 
Defended as Vital 


To the Editor: In reply to a plan 
for an _ institutional advertising 
campaign to get the public to go to 
the doctors even with minor ail- 
ments, before the application of 
self-medication, I received the fol- 
lowing explanation: 

“IT have several Washington bul- 
letins on my desk advising that all 
advertising, including institutional 
advertising, is going to be very 
severely curtailed shortly. Further- 
more, I think the money market is 
getting more stringent by the clock, 
and it is going to be a very lucky 
business in the drug industry that 
is going to have $5,000 or $10,000 
left to do anything with.” 

My answer included the follow- 
ing: 

All of those bulletins on adver- 
tising, particularly the one stating 
that institutional, as well as all ad- 
vertising, is going to be severely cur- 
tailed, I think are all the bunk. If 
that is done, how can the govern- 
ment justify itself in advertising 
and in publicity, which is so gravely 
needed, and which actually will be 
the decisive factor in the turning 
of the war tide. 

We are in a war of nerves, and 
if any one thing is going to be a 
contributing factor in the winning 
of the war, it’s the right type of 
publicity and the right type of ad- 
vertising that is going to sell op- 
pressed countries in bondage in 
Europe to revolt and overthrow 
Hitlerism. If there is one factor 
that is going to sell the German 
people on the realization of the fact 
that Hitler has really gotten them 
into a mess, and that they had bet- 
ter throw up the sponge, it is the 
right type of international publicity 
and advertising. 

By the same token, if there is 
anything that is going to keep our 
American people sold on this war 
and the interest in winning it, it is 
going to be the right type of pub- 
licity and advertising right here at 
home. In the face of this, how can 
the government ever think of any 
curtailment df advertising and pub- 
licity for priyaté indubtry,. when 
those private interests are actually 


doing more to halp in. this campaign. »weuld --bring 


This depar 


A second huge printing | 
has been exhausted and a third re-| 


tment is a reader's forum. 


TIMELY TIE-UP 


| tall a gona hens 


” 
~ im gh, te 


| sees 


A sugarless message from P. Duff & Sons 
goes with this war ration book holder, 
| which proved so popular that the Pitts- 
| burgh food manufacturer is considering 


| a third printing. Similar holders are 
being used by other advertisers. 


, 

than any other one group of indus- 
try in the world? Yea, the adver- 
tising and publicity fraternities are 
doing even more than the plane, 
ammunition or tank force, or any 
other important branch of actual 
combat. 

Personally, I think you are going 
to see more and more advertising 
of the right type. I think that my 
suggested plan would be one of the 
most patriotic things that can be 
done in the protection of both mili- 
tary and civilian health. 

The medical profession itself is 
the most progressive group in the 
United States in stepping in to con- 
trol the factors in the “trend of the 
times,” and this is so conclusively 
demonstrated in the medical de- 
|partments of the Army and Navy, 
jand in the regulation of civil life, 
that it is the one sure thing that is 
|going to make professional services 
in both military and civil life the 
i finest thing that has ever been ex- 
perienced in any war in the history 
of the world. I believe that the 
research work of the proprietary 
people can be turned to very fine 
advantage in the protection of both 


military and civil life, and I am 
optimistic enough to believe that 
organized medicine will assist in 


every possible way to this end. 
PAUL J. MANDABACH, 
Managing Director, Root-Man- 
dabach Advertising Agency, 
Chicago. 
v v v 


Suggests Solution of 
Farm Labor Shortage 


To the Editor: Recent editorial 
news has stressed the shortage of 
farmhands at a time when this 
labor is, and will be, most important 
in the harvesting of crops. 

Aside from students who are 
being enrolled for farm labor-vaca- 
tions, it seems to me that there is 
another vast reservoir of manpower 
that can be tapped. How about the 
average white-collar worker the 
man who is going to get his usual 
two weeks with pay, but due to 
|many restrictions is really doubtful 
as to where he will go? 

Why not set up an organization 


to publicize the idea of “Victory 
Vacations” by spending vacations 
on farms and lending a_ helping 


hand to insure ample food for all? 
There are a great many single and 
married folks who would welcome 
the opportunity of working on a 
farm for two weeks, and at the 
same time taking an active part in 
America’s war effort. 

Travel bureaus, railroads, etc., 
could publicize this effort in the 
various metropolitan centers. A 
}special bureau of the Department 
of Agriculture could act as the 
placement center by providing lists 
of farms who..need “Victory Vaca- 


\tioners,”= the werk involved, accom- 
fnjadations, pay: scale, etc 
I really think such an _ effort 


results and provide 


Letters are welcome. 


|with the farm labor shortage prob- | 


lone of our employes, 


another example of the importance 
of advertising and promotion to the 
war effort of America. In passing 
on the thought through your pages, 
perhaps the idea may be brought to 
the attention of those concerned 


lem. 
WILLIAM F. SIGMUND, 
Creative Director, Henry J. 
Kaufman Advertising, Wash- 
ington, D. C. 


7. = © 


‘Make Much More 


To the Editor: Enclosed you will 
find a copy of the war production 
drive placard we are using in our 
three plants in Bridgeport, Conn., 
Boston, Mass., and Muskegon, Mich. 
This placard was designed ex- 
pressly for our company and carries 
the winning slogan submitted by 
“Make Much 


| More.”’ 


This, as you will see, readily ties 
in with the three M’s of our com- 
pany name. It is also easy to say, 
and has been used as the subject 
for our war production theme song. 


We are using the same design on 
little letter stickers to carry the 
message of increased production to 


CRUSH +4. SNAKE 
VICTORY'’S SAKE 


all those with whom we communi- 
cate. 

Louis H. BRENDEL, 
Chairman, War Production 
Drive, Manning, Maxwell & 
Moore, Inc., Bridgeport, Conn. 
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A Personal Program 


To the Editor: The accompanying 
“Personal Program” is being used 
las an enclosure with our mail, and 
‘is also being given distribution 
i\through some of the companies 
iwhich are adopting the payroll 
jallotment for employes’ purchases 
of war bonds. 

As you see, the enclosure, printed 
in red and blue and white, lists 12 
janswers to the question, “What can 
iI do to help?” Taken together, 
they offer a_ practical 
aiding the war effort. 


program of | 


The 12th point urges all to 
“Think, talk and do only the things 
that contribute to Victory. The fy- 
ture freedom and well being of 
every American depends upon the 
successful conclusion of this wa; 
To that cause our brave soldiers 
land sailors have dedicated thei) 
‘lives. Do your utmost to be worth, 
lof their sacrifices.” 

S. C. BAER, 
Cincin- 


> we 


To the Editor: In the issue 
ADVERTISING AGE which came to m 
desk this morning, I was great 
pleased to note how the Kellog 
Company is tying in with the ni: 
tional nutrition program. 

Associations, as well as individu: 
advertisers, are marching along i: 
\step with this program. As a cur 
jrent example, you may be inter 
lested in the advertisement whic! 
our client, the Iowa Dairy Industr 
Commission, is runn' g this mont 
|in 139 Iowa newspapers. 

As you will note, the advertise 
ment features the same “Guide t 
Good Eating’ which is so promi- 
nently spot-lighted in the Kellogs 
advertisement. 

PAUL BLAKEMORE, 

President, Coolidge Advertis- 
| ing Company, Des Moines, Ia. 


fer Sales-Seeking Siiprews ... 


K_____ 


M 


This round is on us .. . for frankly, we're intoxicated with the knowledge that we lead all 


other Kansas City stations by all nine standard measures of broadcasting superiority. For 


example, we are first in Kansas City listening audience more often than any other station 


we carry the full basic schedule of CBS—by impartial surveys, Kansas City’s favorite network 


. we are first in volume 


public service. 


So it goes. 


of national spot business . 


. . first in production, promotion and 


As a connoisseur of broadcasting as well as beverages, you'll be 


convinced by your first taste of KMBC that this is the prime 


vintage advertising medium of the Midwest. 


tlemen, to your success on the “9 Ways the Winner” station! 


A toast, gen- 
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KMBC 


OF KANSAS CITY 


FREE & PETERS, INC. CBS BASIC NETWORK 
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PLUGS FULL LINE 


Starting woth sesterday + proud 


adding today's shill aad resources 


machine shops already is operating 
nearly 100 per cent on sub-con- 
tracts to assist in the output of war 
materials. 


To Issue Stock 


At the same time, Heinz served 
notice that it plans to issue $5,000,- 
000 worth of preferred stock to in- 
crease its authorized capital to $41,- 
000,000. The company filed articles 
of amendment of _ incorporation 
with the Pennsylvania Department 
of State to provide for the issuance 
of 50,000 shares of four per cent 
cumulative preferred stock, par 
value $100 per share. Its present 
authorized capital is 360,000 shares 
of common stock, par value $100 
per share. 

In addition to its predominant 


license to manufacture aircraft and 
aircraft parts. 

Fred Mills, president, said the 
company will turn out plywood 
parts, ailerons and tail structures 
for fighting planes and eventually 
will construct a new plant on Chi- 
cago’s north side to be used in the 
manufacture of complete planes 
under licenses of the Langley Avia- 
tion Corporation. This construc- 
tion would include plastic plywood 
fighter planes and gliders. 


Ad Artists Open Gallery 
for Artists and Buyers 


Artists’ Authorized Agents, a 
trade group of free lance agents, 
has opened a gallery at 219 E. 49th 
street, New York. Known as Art 
Headquarters, the gallery will offer 


Coast Greyhound 
Line Hits ‘Travel 
as Usual’ in Copy 


San Francisco, July 1.—Tying in 
with other Greyhound lines’ copy 
and with the national campaign 
conducted by the National Associa- 
tion of Motor Bus Operators (Ap- 
VERTISING AGE, May 18), Pacific 
Greyhound Lines last week placed 
“avoid travel” copy in 500 news- 
papers in seven Western states. 

Headlined “Please Remember, 
Wartime Travel Is Not ‘As Usual,’ ” 
the copy described the burden 
placed on Greyhound in transport- 
ing selectees, soldiers and war 
workers, and asked specifically that 


Stresses Wartime Bottle 


Emphasis is being placed on the 
new “wartime bottle” of Cham- 
pagne Velvet beer in the new 
advertising program of Terre Haute 
Brewing Company, Terre Haute, 
Ind. Sam Balter’s “One for the 
Book,” a sports yarn, is featured in 
a program which will go out over 50 
Midwestern radio stations and into 
newspapers throughout the terri- 
tory. Pollyea Advertising, Terre 
Haute, is the agency. 


Hecker. Yo ducla. food business, the company also has 


, a dh , to buyers of advertising art and the public make trips short; travel 

PER CasGs er secvics re se tucesess cose jeoersamee for a on - 3 ey esa Pane to all types of in mid-week; carry the smallest 

: i ; ‘ | articles of incorporation to allow it work done by “ore than 140 art- possible amount of baggage: be 

Marking the first time its entre gf°¥P | to produce and deal in specialties ists represented in the AAA mem- lenient toward delays " oneiian 
of products has been advertised to the ‘and wares made of wood. iron,| bership. ‘ deity 


consumer as members of one family, tecl. tress or other metals. cf a In addition, Art Headquarters, and inconvenience; neg oo 
Hecker Products Corp. ran this page ad | caniinadl © ee aianeee under the direction of D. Rhodes ‘iPS Wherever possible. Although 
in seven New York newspapers. Copy | “‘ es 2 Johnson, will institute free services “the pleasant days of travel ‘as 
features a pledge of continued quality for the convenience of artists and) usual’ will come again,” readers 
and value, and points out that Hecker AIRCRAFT CONTRACT IS art directors and an educational) were told, “the war effort comes 

’ has been serving housewives for 979 GRANTED MILLS NOVELTY program for young artists. first!” 

- ; ; 

years. Benton & Bowles is the agency. | Chicago, June 30.—The Mills 


The four-column by 12-inch ad- 

Novelty Company, already con- Agency Shortens Name vertisement will be followed by 

|verted from normal production of Gr: i " other insertions along related lines 
; mare xrant & Wadsworth & Casmir,)- ' 

|coin - operated vending machines Inc., New York advertising agency. '” the future as needs arise. Beau- 

and other products to 100 per cent has changed its name to Grant & Mont & Hohman, San Francisco, is 

|}war work, has been granted a Wadsworth. Inc. the agency. 


Heinz and Mills 
Novelty Company 
Expand War Work 


Pittsburgh, June 30.—Confirming 
widely circulated but previously 
discredited rumors, it was formally 
announced here last week that H. J. 
Heinz Company, for nearly three- 
. quarters of a century devoted ex- 
clusively to the manufacture of | 
preserved food products, will soon 
be producing airplane parts from 
plastic bonded plywood. 

The announcement was made by 
H. J. Heinz II, company president, 
who explained that Heinz long ago 
offered to the government the 
adaptable facilities of its factories, 
and that in addition to producing 
considerable quantities of specially 
prepared rations for the United 
Nations’ armed forces and the “57 
Varieties” for civilian consumption, 
“we wished to make a direct con- 
tribution to the country’s military 
effort.” 

A thorough study of Heinz fac- 
tories revealed that some equip- 
ment was adaptable immediately to 
specialized work, particularly the 
manufacture of plywood aircraft 
parts, he added. Specific details of 
the project cannot be disclosed be- 
cause they are military secrets, but 
large-scale production soon will be 
realized. One of the company’s 


WANTED 
-eeMillions of Jobs for Millions of Men 


Millions of jobs for millions of workers 
that’s what men of America who now 


ness identity and good will is through 


continuous and intelligent contacts with 


TO KEEP IN BUSINESS 
KEEP YOUR IDENTITY! 


Moke Contacts with Paper ond Ine 


distributors, dealers and consumers. This 
is a job that can be done and is being 
done economically with the printed word. 


are in uniform expect of management 
after the war. Forward-looking manage- 
ment recognizes its responsibility to the 


men who fight, and it plans accordingly. A WAY TO MAINTAIN GOOD WILL 


Promote sale of Government bonds 


and stamps. 
Promote national unity. 


BUSINESS LEADERS LOOK AHEAD There are many ways to use the printed 


Many leaders of industry who have en- word to protect your business identity — 


Tell about your wor work. listed all their productive ability in the to keep alive acceptance for your prod 


ovement 


PRINTING 


100% to United States 
War Savings Bonds 


The FAITHORN CORPORATION 
employees have subscribed 


Tell about prospective impr 
of your line. 
Tell reasons for 
ndise. 
peed products you can pes 
Discovrage hoarding of your products. 
roducts. 


scarcity of your mer- 


Tell how to conserve your p 


*TRADE MARK 


all-out-for-victory war effort know that 
they again will make and market their 
familiar products — they know there will 
be a demand for those products because 
they are making sure of that important 
point today! They know the markets of 
tomorrow will be won by those who 
maintain their identity today — by those 
who keep alive the all-important asset, 
Good Will. Far-seeing industrialists insure 
a market for their products tomorrow by 
maintaining their business identity today. 
And, by the same token, they insure 
millions of jobs for millions of men now 
fighting for our way of life! 


Ot course, the way to maintain busi- 


ucts and to keep intact your system of 
distribution until it is again needed. A 
few suggestions are listed in the panel 
on this page. For some businesses a 
mailing at regular intervals of only a 
few thousand folders based on any of 
these subjects will suffice to maintain 
business identity, for others publication 
advertising is required. 

Most business men will agree, it is im- 
portant to our national welfare that going 
concerns put the printed word in service 
for the duration to assure their own sur- 
vival and to provide millions of jobs for 
millions of workers after this war is won. 

Let there be no blackout of your name! 


KIMBERLY-CLARK CORPORATION » Neenah, Wisconsin 


Manufacturers * 


Established 1872 


NEW YORK: 122 E. 42nd St. * CHICAGO: 8 S. Michigan Ave. » LOS ANGELES: 510 W. 6th St. 
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Heads Jacksonville Club 


C. T. Parsons, managing edito1 
ci the Southern Lumber Journal, 
has been elected president of the 
Advertising Club of Jacksonville, 
Fla. Warren Saunders, managing 
editor of the Municipal Review, 
was named secretary and Marshall 
T. Respess, of Respess & Respess, 
engineer, was reelected as_ treas- 
urer. 


Ousler Named V. P. 


George W. Ousler, formerly gen- 
eral sales manager of Duquesne 
Light Company, Pittsburgh, has 
been appointed vice-president in 
charge of sales. He succeeds Jo- 
seph McKinley, who has retired 
after 39 years of service. 


You Can’t Do a Good Job 
if you haven’t got Good Photos! 


Eye*Catchers puts you 
on exactly the same 
plane as 
who pays $50, and more, 


to fill a Satevepost page. 
You get grand photos 
QUICK! Over 7000 
subjects 100 new ones 
every month. Cost per 
photo a little over one 
lollar on new War- 
time, No-Risk subscrip- 
tion plan, (Mats, too!) 
FREE proofs and de 
tails on request No 
obligation Write 
Now! 


EYE*CATCHERS, INC. 
10 E. 38th Street, New York 


for one photo like this | 


the big shot | 


| Post-War Planning 


How Business and Industry Is Preparing 
for a Peace-time World 


Edited by RALPH O. McGRAW 


Setting Up the Post-War 
Planning Committee 


There is a growing desire on the 
part of industry and business in 
general to do something about post- 
war planning, but actual work on 
such programs, except perhaps for 
product research and _ designing, 
seems to be retarded because of a 
lack of knowledge on how to launch 
such a program. In this respect, an 
anonymous letter in the letter de- 
partment of Industrial Marketing 
for July, signed “Advertising Man- 
ager,” is noteworthy because it out- 
lines how one manufacturer is pro- 
ceeding. Here is his explanation: 


“Our general philosophy is that | fice once a week. 


while we do not know as yet the 
conditions we may face in the post- 
war period, say, the first five years 
of it, and know of no way that we 
can predict these conditions with 
reasonable accuracy, there is much 
we can do to make our organization 
better prepared for the conditions 
we shall face after the war, regard- 
less of what they may be. There- 
fore, we have set up a_ post-war 


|which we at one time or another 
|spent a great deal of money, but 
which have been dropped, to ascer- 
tain whether there is any advantage 
in reviving them. 

“On the assumption that our now 
very large organization will have to 


planning committee which is com-|be reduced in personnel, even with 
prised of the heads (below official | relatively good post-war conditions, 
rank) of all our major departments. | We are making a study of just how 
The total committee is comprised of | this reduction can best be made in 


17 members with myself (advertis- 
ing manager) as chairman. 

“We started out last November 
meeting one evening a week. A 
couple of months ago we cut this 
schedule down to one evening meet- 
ing a month. We have a steering 
committee comprised of the general 


isales manager, production manager, 


(the 
propo- 


and 


executive engineer, controller 
only official in our picture), 
sition depadtment manager 


i|myself. This committee has a sand- 


wich luncheon meeting in my of- 
Occasionally we 
have had to skip a week or two. 
‘“"We have some 12 sub-commit- 
tees organized and studying specific 
problems. These involve the pres- 
ent and future (as far as we can 
determine) market status and po- 
tential for every product. We are 
reviewing the position of each prod- 
uct from design, production, com- 
petition and price angles. We are 
reinvestigating old developments on 


An 


Opportunity 


Our government has given us an opportunity 
to make the soundest investment in the world, 
through the purchase of United States War 
Savings Bonds and Stamps, which will furnish 


the money to back up the armed forces. 


This investment is an obligation as well as 
an Opportunity to actively participate in the 


Victory program. 


Let us all invest for Victory. 


NES 


INTERNATIONAL 


“NCHINE? 


throughout the Country 


INTERNATIONAL BUSINESS MACHINES 


U.S. War Savings Bonds and Stamps 
are on sale in Post Offices, Stores, 
Business and Financial Institutions, 


Schools, Theatres, and IBM Offices 


CORPORATION 


| 


ithe interest of the company and 
employes alike, all predicated on 
varying assumptions as to post-war 
planning. 


making changes in certain assign- 


indicates the advisability of doing 
so. The whole activity is far from 
crystallized as yet, but it is moving 


burden eases up a little bit, we 
expect our accomplishment to move 
ahead. 
loose-leaf binder for every member 
of the committee which is indexed 
for committee reports, minutes of 
meetings and various other items. 

“Necessarily an activity of this 
type moves slowly in these times, 
especially since we are regarding 
it as work that for the most part 
must be done outside of regular 
business hours, but I have great 
hopes that by a year from now we 
shall have accomplished a_ great 
deal and be far better prepared for 
the problems we shall face in the 
future, regardless of what these 
problems may be, than could possi- 
bly be the case had we not at- 
tempted to do what we are doing. 

“An incidental advantage is that 
all members of the committee 
feel that there is considerable bene- 
fit from a present point of view in 
the close association they are get- 
ting with one another through our 
meetings and the many discussions 
of current problems that inevitably 
arise at them. 

“In addition to being free to call 
upon practically anyone in the 
'organization to serve on commit- 
| tees, we are authorized when and 


along all the time and as the war | 


For one thing, we have a |} 


“We are still feeling our way and | 


ments, as our experience with them | 


| 
| 
| 
} 
| 


| 


as we see fit to hire or otherwise 


| 


— 


TYDOL WAR COPY 


Initial ad in a new cooperative series 
Tide Water Associated Oil Co., current 
appearing in 22 Midwestern states un 
affected by gas rationing, features 

24-page book, ‘Fighting Ships of th 
U. S. A.," with room for a collection c 
40 free ship stamps. Nine insertions wi 
appear in 300 newspapers on @ once-a 
week basis. Lennen & Mitchell is the 

agency. 


get help for special investigatior 
or other work that will take mo1 
time than committee members ca) 
spare.” 


Rules for References to 
Army, Navy in Advertising 
National Better Business Bureat 
Division of Research, New Yor} 
has published a bulletin entitled 
“Reference to the Army and Navy 
in Advertising.” This bulletin i 
an excerpt from a Bureau publica- 


tion, “What Every Advertiser 


Should Know Before Implying That 
the United States Government 0) 


Its Personnel Approves His Goods.” 


Copies of the bulletin may be ob- 
tained from National Better Busi 
ness Bureau, 405 Lexington avenue, 
New York, for 10 cents each. 
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_ Are On The Right Horse 
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The winning horse is always the right one. 

Two vears ago MOTOR AGE became a 100% auto- 
motive service magazine—for automotive servicemen, 

both independents and those who also sold cars. Almost 

immediately it forged ahead. 


Last year it gained 20.18 in advertising space—85% 


in dollar volume. That was because of higher rates, due 
to ever-growing circulation ... now better than 50,000. 


its field. 
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And its subscription renewal _per- 
centage jumped to 73.92°¢—tops for 


Now, the automotive aftermarket is 
also 100% service, and 50,000 of its 
leaders read MOTOR AGE. 


“natural” for today. 


It’s the 


A CHILTON PUBLICATION 
Chestnut & 56th Sts., Philadelphia, I+ 
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m 2 2 her specs from a big city mail order Executives Elect Haake 
} f Ad M A erican Optical house,” is headed “Put ’em on, Ma-| ie Aen 0 Shaken dolmieion 
The Diary of an an Starts New Series ae i sadly Rs ae wy director of National Association of 
b er ; d reflecti j - es = os Gam “4 pom Furniture Manufacturers, has been 
This diary embraces the observations and reflections 0 2 s served a use rpose in any elected president of the Executives 
one of America’s most prominent and widely known ad- in Magazines cases, but that was “before the busy | Club, Chicago. Other officers are 
vertising men. It will be presented in ADVERTISING AGE New York. June 30.—After om life of today began to exact its ter- Harry S. Vanderbie, Vanderbie & 
weekly, exactly as written, without benefit of “editorial aheence of saverel years from pub- rific toll on eyes and eyesight, and Rubens Advertising Agency, secre- 
direction” of any kind. licati dvertising. American Op-|‘reated the need for true profes- tary, and Harold F. Yegge, vice- 
aa a egy | wrmainggry a sional services.” president of Henry P. Kransz Com- 

June 22. See by the papers that executives in agencies. The creative tica ompany wi _ return to the Batten. Barton. Durstine & Os- pany, treasurer. 
~M., who used to write darn good men claim too much. A garden must fray this month with a series of : . : . 


»py for me, has two new accounts. 
Vhen I saw kim on the Century a 
ew weeks ago he was feeling the 
inch of priorities. But I'll stay in 
usiness, he said, if it’s only with 
ne room and a sign reading “Ads 
Made Here.’ Such men have an inner 
ssurance about their ability to put 
elling words on paper which always 
arries them through. 


June 23. What's all this pother 
ibout whether the government should 
idvertise? It already is advertising, 
xtensively. Those sensible profes- 
sional fellows who run the Army and 
Navy make no bones about it, and 
seem to have no difficulties over it— 
either with publishers left off the list 
or with their Congressmen. The other 
administrators will learn in due time 
that the old Biblical saw about “line 
upon line, precept upon precept” 
still true, and that paid advertising 
is the only form of mass communica- 
tion which supplies it. 


June 24. Up early, feeding the 
plants in my garden Vigoro. Won- 
dered why this product was the only 
case I could think of where any one 


is 


of the big packers had pioneered a 
new market. 
June 25. At lunch today on the 


Tavern terrace listened again to that 
perennial debate over the relative im- 
portance of creative men and account 


have plenty of fertilizer if plants are 
to flourish, but even so grasshoppers 
can do you out of fruit or bloom. 
Creative men usually supply the 
chemicals that make accounts grow, 
but, Lord, how the grasshoppers need 
to be watched! 


June 26. A woman correspondent 
thinks I don’t have a proper appre- 
ciation of her sex in advertising. Ap- 
parently because I didn't rate women 
as making a unique contribution. An 
even break is not enough. Reminds 
me of the time a charming lady told 
me, at length, how much more prac- 
tical women were than men. I ad- 
mitted it, and said that men, of 
course, were the idealistic sex. But 
this didn’t suit her at all; she wanted 
women granted priorities to both. 


June 27. Forty hours a week may 
be wrong in war time, but I would 
hate to lose those quiet Saturday 
mornings at the office. There is noth- 
ing so moral as a cleaned up desk at 


the week-end. 
June 28. Tried my hand at writ- 
ing a folder for a scientific institu- 


tion which badly needs new support- 
ing members. Wanted to if I 
could get through the insulation of 
scientific verbiage, and make their 
story interesting, intelligible and im- 
portant to the average man. Pleased 
with myself. 


see 


page advertisements scheduled for 
jinsertions in Good Housekeeping, 
Life, Look and The Saturday Eve- 
|ning Post. 

Theme of the new drive is “Don't 
|}gamble with your eyes at a bargain 
'counter! Look for eye comfort and 
visual efficiency through ethical 
services.” Purpose of the campaign, 
which will continue throughout the 
year, is to correct public miscon- 
‘ception about the relation of spec- 
tacles to eye comfort, and to create 
wider appreciation of professional 
skill and service. 

The initial insertion, recalling the 
days “when grandma used to get 


born is the agency. 


Utility Uses War Copy 


Pacific Gas and Electric Com- 
pany, San Francisco, has given over 


its advertising to an informative, 
|educational campaign that ties in 
completely with the government 


nutritional program. The copy fea- 
tures getting the most out of food 
that is cooked, care and conserva- 
tion of household appliances and 


sale of war bonds and stamps. Four | 


hundred California newspapers 


|carry the messages with the sup- 


port of 400 panel posters, radio spot 
announcements, bill stickers and 
1,600 truck posters. 


Macdonald to WPTB 


Ian H. Macdonald, general man- 
ager of Canadian Daily Newspapers 
Association, has been appointed by 
the Wartime Prices and Trade 
Board, Ottawa, as technical adviser 
to the publishing, printing and 
allied industries administration. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—Mimeographing 


THE LETTER SHOP, Inc. 


440 8. Dearborn St. Wabash 8655 


Save Metal Caps 
on Coffee Jars, 
Consumers Asked 


San Francisco, July 1.—J. A. Fol- 
ger & Co. and Owens-Illinois Glass 
Company, manufacturer of Dura- 
glas containers, have instituted a 
campaign to save and re-use the 
metal caps which vacuum-seal Fol- 


ger’s and other coffees in glass jars. | 


Folger recently sent 10,000 letters 
to the Pacific Coast grocery trade, 
pointing out that vacuum-packed 
coffee containers may become a 
thing of the past unless consumers, 
grocers and coffee roasters cooper- 
ate to assure re-use of the metal 
caps. Henceforth, metal caps on 
Folger’s coffee jars will bear the 
words, “Return this cap to your 
grocer to assure’ yourself of 
vacuum-packed coffee.” 

Grocers were asked to act as 
receiving stations for the metal 
caps, just as drug stores have been 
acting in a similar capacity for col- 
lapsible tin tubes. Through Folger’s 
radio programs (Folger is princi- 
pally a radio advertiser) and point- 
f-sale material, the consumer is 


asked to return a cap voluntarily 
each time he buys a jar of coffee. 

Folger sales representatives are 
to collect the caps which will be 
turned over to Owens-Illinois for 
complete sterilization for re-use on 
future jars of Folger’s 
Owens-Illinois will encourage other 
users of Duraglas coffee jars 
j}adopt the cap re-use plan if the 
| Folger experiment proves success- 
ful, 


‘Studios to Consolidate 


| Underwood & Underwood Illus- 
| tration Studios, Inc., Chicago and 
|New York, has consolidated its 
studio production for the duration. 
| All illustrations will be made in the 
| New York studio, but a sales and 
| service office will be maintained in 
the Michigan Square building, Chi- 
cago. 


Textiles to Pettingell 


Cohn-Hall-Marx Company, New 
| York, has appointed Pettingell 
Fenton, New York, as advertising 
counsel for the divisions uptown 
and downtown selling woolens, 
|rayons and cottons to the retail 
| field, for men’s and women’s gar- 
ments, and for the upholstery 
|fabrics branch of the company. 
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$79 to $85 a month to place a 
factual advertisement for your 
product before more than 52,- 
000 active plant operating men 
in the larger plants in all indus- 
. when and where they 
now look for their current oper- 
“ ating requirements. Details? 


“The TIEN PLAN.” 


INDUSTRIAL EQUIPMENT NEWS 
Thomas Publishing Co., 461 8th Ave., New York, N.Y. 
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Examples of War Bond Advertising Prepared by N. Y. Admen Jin 
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He gave 
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what about YOU? 


+s-and you're not even being 
asked to give, but to invest 
in your own future—and moke 
@ handsome profit besides! 


Now lood at the selfish reasows for buying your hare of Ae ®ONDS 
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Jib fr = JUNE 14 w@ 24 New York War Saving» Saft MEW YORK WAR SAVINGS STAFF 
: — This space contributed by SEVERAL LEADERS OF THE FOOD INDUSTRY ‘This space contributed by SEVERAL LEADERS OF THE FOOD mouSTRY 


er Tee Pledge Whee the Mente Men (ofly 


Shown here are six examples of the type of merchandising and selling copy prepared by New York advertising men to aid in that city’s special war stamp and bond drive. 
The copy was inserted by various local and national advertisers, who paid for the space. John P. Cunningham of Newell-Emmett wrote the two pieces of copy at the left 
and center of the top row; Walter Weir of Lord & Thomas turned out the eye-attracting piece at right top, and the dramatic “Eat, drink and be merry” advertisement 
at center, bottom row; The “town gone mad” copy at lower left is the product of Edwin Cox of Kenyon & Eckhardt; and the ten-percenter at lower right came from 


the pen of Julien Field of Wm. Esty & Co. 


s Company, Memphis; Ace Sales Cor- | 2 classify the factors that are bound period in American history when 
A Sad Awakening: poration, New York; Manhattan Admen Have Vital 


to shape the standards of living, the | temporarily the great economic 


; 1 |Kreole Products, Inc., Brooklyn; markets for products, the linking | need of mass selling through adver- 
FTC Finds White Whittemore Bros. Corporation, Post-War Tasks, . 


|of capital and labor in the inevi- tising is erased by a war economy.” 
_ ° Cambridge, Mass.; and Cavalier \table post-war period of recon- 
at Polish Rubs Off |Company, Baltimore. Grace Declares prec 
2 Washington, D. C., June 30.— | The Dyer - Johnson stipulation Toledo, O., June 30.—The going! “Advertising is going to have to L. A. Artists Sponsor 
Claims that white shoe dressings | also banned a water-proof claim, j; momentarily rough for advertis- | interpret the marvelous new post- War Bonds Contest 
“will not rub off” were virtually |and the Whittemore agreement ing put the future holds a big| war cars and fuels, their new fea- ; ae 
¥ -»] | called for the dropping of the claim . : ; Pier Los Angeles Art Directors Clu 
outlawed today when the Federal | : ppH : ‘ opportunity for admen to interpret|tures and economies. Advertising will award $525 in war bonds to 
Trade Commission accepted stipula- | that its polish will restore shoes tO the many new products being is going to take aviation and inter- winners of an outdoor poster con- 
tions from 13 leading producers in | their natural color. Whittemore also developed, improved modes of|pret it in such a way that the | test dealing with war themes: serv- 
this field. Each advertiser agreed agreed to raged distributing Its travel, and the added comforts of | horizons of the peoples of the world ice enlistments, aircraft, war pro- 
to cease representing that its prod- |Cadet Oiliquid in its present con-' new homes, Edward R. Grace,| will be lifted. Advertising is going duction, war bonds, civilian defense, 
uct “will not rub off” under ordi- | t@iner unless the exact contents are | president of Grace & Bement, De-|to have to tell the story of stream- etc. The contest is open to or 
nary conditions. |conspicuously indicated, in order to troit, told the Advertising Club of lined, functionally-designed homes, — Pw student artists m™ 
Best - known companies involved | Prevent purchasers from being mis- Toledo here last week by proxy. |and interpret their significance to S°Uthern California. ;, aa 
: ; rere Griff led into believing the quantity is a . , r an The posters submitted will be ex 
in the FTC action were Griffin Mfg. antity IS| Mr. Grace was summoned to women so that they will be as ,.). oe: se 
sater than is the actual case ’ , : hibited to the public after the cio 
Company, Carbona Products Com- | sreater than is ‘ seins Washington, D. C., for a series of|eager for a new home as they are of the contest July 15. Late in Au- 
pany, Pee-Chee Cleaner, Inc., Wil- | "eens public relations conferences and for a new dress or hat.” gust, awards will be made at a joint 
bert Products Company, Consoli- Post-War Issue Planned his talk was delivered instead by Mr. Grace urged advertising men | meeting wtih the Advertising Club 
dated Royal Chemical Corporation Parents’ Magazine will publish |his associate, Austin F. Bement,| to take new hope, to realize that it of Los Angeles at which high-r: = 
and Shu-Milk Products Corpora-|a special issue for November, 1942,| vice-president of the agency and lies within their power to wield a ing officers and officials will accep 


ae tion. The Griffin stipulation sup- | devoted to the “Post-War World.” In | former member of the club. masterful influence upon the future. the winning designs for prob - 
ae plements a previous one executed | addition to the regular circulation Advertising men were urged by | “This is no time for retreat,” he reproduction. Awards will be n oa 
ig in 1939. list, this issue will be sent to mem-| yy Grace to carry on research| stated, “no time for the abandon- | three classifications: high sc00 


bers of Congress, federal govern- college and art school, and profes 


Other companies nagetesns ment officials, state governors, may- activities. “They must seek to/ment of < life’s profession because | sional. Information and rules may 
agreements with FTC were Dyer- ors of the largest cities, school sup- penetrate the uncertainties of the the going is momentarily rough. In| pe obtained from the Art Directots 
Johnson, Inc., Indianapolis; Edison | ¢rintendents and editors of all im- future by a recognition of basic | music the rests are as important as Club of Los Angeles, 412 W. Sixth 
Brothers Stores, St. Louis; Gadi portant daily newspapers. trends,” he declared. “They must the notes! So it is in this critical street. 
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. . campaign was the thoroughness newspaper ads, and International Square, in which hundreds ex-/|& Ellington; Stuart Peabody, adver- 
Intensive am al n with which the advertising, news- Business Machines Corporation had | changed pledges for the privilege of tising director, The Borden Com- 
paper publicity and sales promo- sponsored reproduction of several| endorsing personal messages to pany; William Robinson, advertis- 


Puts Bond Pledge 


Drive ‘Over Top’ 


200 Advertisers in 
New York Contribute 
Space, Cash for Ads 


New York, July 1.—Concentrated 
advertising, on a scale and fre- 
quency surpassing the most ambi- 
tious product promotion, was today 
given credit for a major role in the 
success of the two billion dollar | 
Greater New York War _ Bond}! 
Pledge Campaign, which was con- 
cluded this weekend. 

Although tabulations of pledges | 
taken by the 150,000 Minute Men 
who canvassed the city during the! 
two-week drive will not be com- 
pleted for several weeks, John T.)| 
Madden, chairman of the New York | 
War Savings Staff of the Treasury 
Department, reported that 1,835,000 | 
pledges had been assigned, with the 
2,000,000 pledge gual certain to be) 
surpassed. 

Thanking advertisers, who con-| 
tributed space, media and agency 
men, Mr. Madden stated that the 
three-week advertising barrage that 
paved the way for the canvassers | 
had performed “miracles” in open- 
ing doors and conditioning families 
for immediate, full response to the 
Treasury's sales story. 


Full Pages in Newspapers 


A total of 200 business concerns | 


sponsored War Bond advertise- | 
ments by contributing either space 
or cash. The campaign included 10 


full pages in each of the major New | 


York dailies, with lesser space in 
16 foreign language dailies, five 
smaller dailies in the metropolitan 
area, and a special page in the Jew- 
ish dailies. More than 600 outdoor 
boards were contributed either by 
General Outdoor Advertising or 
clients who relinquished their own 
posters for the duration of the 
drive. Consolidated Edison, for ex- 
ample, contributed 92 boards. A 
supply of 7,000 car cards and one- 
sheet station posters was prepared 
for transportation advertising and 
was exhausted by the subway, sub- 
urban railway and bus operators 
with the help of a few hundred 
taxi drivers who mounted the cards 
on their trunk racks. A print order 
of 90,000 window cards with the 
“You Buy War Bonds—I’ll Fight!” 
theme was completely exhausted. 

At least 25 specially produced 
radio programs were added to the 
hundreds of special “pledge cam- 
paign” spots on local commercial 
and sustaining radio programs. 


An outstanding feature of the 


Available on 
MJB 
Ried “an 


‘ST. LOUIS” 


nsored variety pro- ; 
gram with fifty-six weeks 
of continuous top audi- — 


» 


tion aids were integrated. The first 
newspaper advertisements, in 210- 
line space, read “‘Wanted, You — as 
a Minute Man.” 


Stress Emotional Appeal 


Early newspaper advertisements 
appealed almost entirely to the emo- 
tions and to the buyer’s self-inter- 
est, while later ads concentrated on 
paving the way for the house-to- 
house workers. 

Before the three-week drive had 
ended, newspapers in 30. cities 
throughout the state had requested 
mats to reproduce the New York 


of the ads in upstate New York. 

Each Minute Man was equipped 
with a sales kit including a pic- 
torial presentation of ten reasons 
for buying war bonds. The can- 
vassers were trained by business 
films. 

Corollary showmanship was not 
overlooked. A captured Messer- 
schmitt plane “bombarded” New 
York City with leaflets, five bor- 
ough-wide community sings were 
held, and former Mayor James J. 


Walker conducted more than 37 
neighborhood rallies. The drive 
concluded with a rally in Times 


Adolph Hitler on a huge Army air 
forces bomb. 


Fuson Heads Committee 


The task of organizing and steer- 
ing the drive fell largely to Samuel 
D. Fuson, vice-president of Arthur 
Kudner, Inc., who devoted full time 
for seven weeks to the campaign. 
His committee included John An- 
derson, treasurer, McCann-Erick- 
son; H. L. Brooks, president, Coty, 
Inc.; Al Brown, advertising direc- 
tor, Best Foods; William H. How- 
ard, executive vice-president, R. H. 
Macy & Co.; Thomas Keresey, Ivey 


ing director, the New York Herald 
Tribune; and Walter J. Weir, copy 
chief of Lord & Thomas. 

Assisting Mr. Weir on the copy 
committee were Julian Field, Wil- 
liam Esty & Co.; Edwin Cox, vice- 
president, Kenyon & Eckhardt; and 
John Cunningham, Newell-Emmett 
Company. 


Mentholatum Moves 

The advertising and sales depart- 
ments of Mentholatum Company, 
Wilmington, Del., have been moved 
from the Harlan building to Third 
and Greenhill avenue. 
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ADOLPH F. BUEC 


2001 CALUMET AVENUE -e 


ik 
‘Where are you buying your engravings these days?’’. .. The question came from one of two men over- 
heard at an Ad men’s luncheon. "Same place,’ answered the other. "Where's that—Rogers?” "That's 
right," and conversationalist number two stowed away a forkful of the traditional baked ham and raisin 
sauce ... ‘Aren't they a little on the rich side for times like these?’ came the next query. ‘They sure are,” 
said number two, "but not the way you mean. Look. I've always bought my engravings from Rogers 
because our clients are pretty fussy about the kind of reproductions they get in the publications. So are 
we. Lord knows we spend enough in art and photography. Rogers seems to have the ability always to 
get things right the first time, and man, that means dough to us most of the time. Why should | take a 
chance now with ‘bargains’ that most always turn out to be phoney? If ever there was a time when 
| wanted to be sure that my dollar was going to buy me a dollar's worth, that time is now. You know 
what appropriations and schedules are. The thinner you are spread, the better has got to be your 
effort.” . . . “Guess you're right Alec,”’ thoughtfully murmured number one. "Yeah, | think | am, and 
os you probably recall, my name is Stuart.” (That wasn't the real name, but "canny”’ is the term used 
And that Scotch trait is keeping Rogers pretty busy. 


JOOST 'N AULD SCOTCH TRAIT 


to describe men of his name and race). . 


HELE, President . MA 


Phone: 


CALumet 4137 -e 


STER CRAFTSMEN OF 


ROGERS ENGRAVING COMPANY 


PHOTO-ENGRAVING 


CHICAGO, ILLINOIS 
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Esso Signs 160 
Outlets to Carry 


| up ever used by a single client in | 
this area. 

There probably will be additional | 
|coast-to-coast coverage under the 


Army-Navy Game | sponsorship of other companies in | 


non-competing areas. In addition, 


New York, July 1—Esso Market-|the game will be shortwaved to all 


ers has completed arrangements | 
whereby three major networks, 
comprising 160 stations, will carry | 
the play-by-play description of the | 
1942 Army-Navy football game to 
be held Nov. 28 in Philadelphia. It 
will be the first time the gridiron 
classic has been sponsored com- | 
mercially, and the $100,000 to be 
paid by Esso for the rights will be 
divided equally between the Navy 
Relief Society and the Army Emer- 
gency Relief. (ADVERTISING AGE, 
May 25). 

Sponsorship by Esso will be con- 
fined to 160 radio stations in the 18- 
state, Maine-to- Louisiana area 
where Esso products are distrib- 
uted. Of these 160 stations, 61 are 
affiliated with Mutual, 51 with NBC, 


and 48 with CBS. This is believed 
to be the largest commercial hook- | 


service men in the U. S. armed 
forces overseas. Marschalk & Pratt 
is the agency. 


St. Louis Club Elects 


Clara T. Pendleton, assistant 
engineer of the City Plan Commis- 
sion, has been elected president of 
the Women’s Advertising Club of 
St. Louis. Elected with Miss Pen- 
dleton were Mrs. Herbert W. Cost, 
vice-president; Mrs. Claire Cari- 
Cari, secretary; and Oma M. Koch, 
treasurer. 


Schenley Joins ANA 


Schenley Distillers Corporation, 
New York, has been elected to 
membership in the Association of 
National Advertisers. S. D. Hesse, 
advertising director, will represent 
his company in the ANA. 


Rooters from Brooklyn... 


wwe 


GEORGIA 


Daytime Coverage 


PRIMARY and SECONDARY 


You get both with: 


_ NEW ORLEANS 


50,000 watts - - clear channel 


Even Dodger-mad Brooklynites sometimes listen to WWL, New 


Orleans, as our fan mail proves. 


We've received letters not only 


from Flatbush. but from all over the U. S., as well as Canada 


and Alaska. 


It’s bonus coverage for you. 


But what makes WWL the No. | 


buy in the Deep South is its home-market mastery. To “own” 


New Orleans. sell via New Orleans’ own favorite, WWL .. . 


The greatest selling POWER 


in the 


South’s greatest city 


CBS Affiliate—Nat'l. Representatives, The Katz Agency, Inc. 
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ADVERTISING AGE 


Getting Personal 


A list of the contest winners at the NBC-Blue Network outing, held 
at Huntington, L. I., indicates a slight advantage for the NBCers, who 
won seven out of the scheduled 11 events. Hugo Seiler, NBC sales, 
captured the golf tourney, while the men’s tennis singles honors were 
divided between Wynn Kirby, NBC promotion, and Theodore Krause, 
of the Blue. 

Ruth Datche, head of the St. Louis agency bearing her name— 
an all-woman outfit, by the way—will be married soon to Lt. Maurice 
R. Falchero, of the Army’s communications division. . . George F. 
Tilton, ad manager of Anheuser-Busch, walked proudly down the 
aisle with his 


daughter, Marjory, 
on his arm last 
week. She became 
the bride of Lt. 
John Caldwell, 
who is_ stationed 
in San Jose, Cal. . . 

Five execs. of 
Lord & Thomas of 
Canada, Ltd., To- 
ronto, are spend- 
ing a tough two 
weeks in training 
at the Dominion’s 
Niagara - on-the- 
Lake artillery 
camp. The admen 
cannoneers are: 
J. W. Spitzer, G. F. 
Mills, W. H. Reid, 
G. J. White and 
J. G. Wallace. 
Rollie Williams, 
acct. exec. at 
KMOX, St. Louis, 
is the proud pappy 
of a 7-pound baby 
girl, called Cathy 
Lou... 


MAKING A POINT 


Willard Chevalier, publisher of Business Week, emphasizes 
@ point to Howard Whipple Green, secretary, and Vergil 
D. Reed, president of the American Marketing Associa- 
tion, at a real “shirt sleeves” session of the AMA's spring 
conference. 


Chicago members of the American Association of Railway Adver- 
tising Agents honored Henry Kilburn at a luncheon last week. Mr. 


Kilburn, advertising agent of the 


New York Central System in 


Chicago, retired June 30 after more than 50 years’ service with the 
Michigan Central Railroad and New York Central System, starting 


out as a ticket stock clerk. . . 


When his son was sick, Al Johnson, business manager of KOY, 
Phoenix, often took unsold serial transcriptions home and ran them 


off for the youngster’s amusement. 


THROWER RIDES AGAIN 
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Fred Thrower, Blue Network general sales 
manager, rides on a white horse but it's 


not Silver. He says he's merely taking 
up horseback riding again because of 
the gas shortage and not practicing to 
play the lead in “The Lone Ranger.” 


until recently, holds a unique post. 


Now the boy has recovered, but 
he doesn’t want to give up the 
pastime, and Platter Spinner 
Johnson says it’s on a purely 
non-commercial basis. . . 

aS. Vanderbie and Walter L. 
Rubens, pe eee SEES 
Rubens, Chicago agency, ua 
operated Lake Michigan cruises 
on the Seeandbee for several 
seasons. The Seeandbee was 
taken over by the Navy in April, 
but the Chicago admen are set 
for another summer of lake 
cruise promoting. They have ac- 
quired a new craft, S.S. City of 
Grand Rapids. . . Jack C. Wright 
will hold an exhibition of his 
own advertising art in the gal- 
lery of the Esquire Theater, Chi- 
cago, June 29-July 12... 

Richard Dean McCann, of the 
Terre Haute Tribune ad _ staff, 
was recently married to Betty 
Meyer Johnson. . . 

Lieut. Comdr. Harry C. Butcher, 
U.S.N.R., CBS’s Washington v.p. 


Although a Naval officer, he’s 


assigned as personal aide to an Army officer, Maj. Gen. Dwight Eisen- 
hower, newly-appointed commanding general of the European theater. 
Both are now in London laying second front plans. Butcher's services 
were personally requested by Gen. Eisenhower. . 

Herbert S. Chason, of the CBS research dept., was top man in this 
year’s annual CBS golf tournament held at Rye Country Club. His 
net score of 76 gave him one leg on the new Lawrence W. Lowman 
trophy. Last year 
Frank Kizis of the 
shortwave dept. 
won permanent 
possession of the 
original trophy 
after capturing 
three of the an- 
nual tourneys , 

Royal Arch Gun- 
nison, WOR - Mu- 
tual’s Manila cor- 
respondent report- 
ed to be a Jap 
prisoner, has_ re- 
ceived one of the 
19 journalistic 
achievement 
awards given by 
the National Head- 
liners’ Club. 
Presentation of the 
silver plaques was 
made at the Head- 
liners’ ninth an- 
nual banquet in 
Atlantic City. . Bob Smith, of Life’s promotion department, is one 
of the season’s early vacationers. He's off for two weeks, part of which 
will be spent in Buffalo, his home town. . 


IN A RAINSTORM 


A shower didn't prevent Carroll Rheinstrom, vice-presi- 
dent of Macfadden Publications, from taking this snap- 
shot of Charlie Shattuck, treasurer, and Myer Dworkin, 
business manager, at the golf party given the Macfadden 
management by Art Color Printing Co. 
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Visking Campaign 
Emphasizes ‘Food 
Power’ of Sausage 


Chicago, June 30.—Taking ad- 
vantage of the public’s leaning 
|toward such war-born phrases as 
“fire power,” “air power,” 4 
“naval power,” the Visking Cor; »- 
ration will unleash a late summer 
and fall campaign for its cellulose 
sausage casings n 
“food power.” 

In a series of two-color advir- 
tisements, the public will be tiid 
that “food power will win the wa .” 
and that “sausage is food powe:.” 
Promotion will lean on the gover :- 
ment’s nutrition program, and w ||] 
stress nutritional qualities of sa - 
sage and skinless frankfurters a) d 
weiners. 

The campaign stems partly froin 
the company’s feeling that tie 
public conceives of meat as bei:g 
fresh meat alone, while prepared 
meats are in a “stepchild’s” pos - 
‘tion. It is to correct that conce} t, 
‘and to prevent the prepared mea s 
|from being lost in the shuffle, th:t 
‘the casing maker undertdok the 
drive. 

Copy will appear in Collier’s, 
Family Circle, Ladies’ Home Jour- 
nal, Look, McCall’s, Parents’ Maga- 
zine, The Saturday Evening Post 
and True Story. Weiss & Geller 
directs the account. 


capitalizing 


‘New Campaign for 
Jones Health Underwear 


Augusta Knitting Corporation of 
| Utica, N. Y., has appointed Norman 
D. Waters & Associates, New York, 
to direct advertising for Jones 
| health underwear for men. 

The campaign will include ads 
lranging from one-eighth to half- 
pages in Esquire, Good Housekeep- 
ing, Life and The Saturday Evening 
| Post. Copy will feature “balanced 
| Protection” of light knit top and 
| warmer knit drawers. 


BALTIMORE 
a, 


| poonres tes 
“BOOMING — 


In Baltimore — 
Consistently — 
- Reaches and — 
Influences | 
the cream of your 
_ Sales potentials — 


600 Kc. 


CBS basic since 19 
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1, 500, 000 War 
Scrap Drive fo 
Break July 20 


(Continued from Page 1) 


Vorld Broadcasting System will 
enploy' straight’ selling talks; 
d-amas; sound effects; musical jin- 
ges; a Kent-Johnson song, “Junk 
Ain’t Junk Any More,” sung by 
Ping Crosby; and a Sonovox talking 
voice of an airplane motor. Local 
s'ation announcers will fill in with 
instructions for 
tion. 
Linage Totals Given 
Newspaper 
will total 5,750 lines in standard 
papers and 3,000 lines in tabloids in 
cities above 100,000 population; 
4,685 and 2,800 lines respectively in 
cities 
2,800 lines in cities from 10-25,000; 
and 2,792 lines in cities under 
10,000. Smaller linage will be used 


local scrap collec- | 


space for the drive} 


from 25-100,000; 3,170 and| 


estimated potential supply of 5 to 8 
million tons of scrap from farms, 
homes, and other dormant sources. | 
The campaign will dramatize this} 
crisis in simple terms. 

Paul C. Cabot, deputy of the 
WPB bureau of industrial con- 
servation, pointed to the fact that 
junk salvage must be a continuing} 
process for the duration, and ore 
larger quantities of iron, steel, rub- 
ber, non-ferrous metals, paper, 
manila fiber, 


junk collection was coordinated in 
a single drive. 


Public Education is “Key” 


Outlining the organizations which | 
have been built up for general 
salvage, industrial salvage, automo- 
bile graveyard supervision, and| 
such special projects as recovering | 
old “—“ structures, railroads, 
bridges, and sunken boats, Mr. 
Cabot emphasized that government 
and industrial machinery is well} 
oiled and functioning, but that the 
key to the whole remaining prob- 
lem is one of general public educa- 
tion through advertising and pub-| 
licity. Personal followup of the} 


in New York City and west of the | adv ertising program will be handled | 


Rockies, where the shortage is not) by 12,500 state, 


so acute. 

Copy illustrating the way 
bombs for Berlin and Tokyo and 
other war materials will educate 
the public on why scrap is impor- 
tant to the war effort, what types 
of scrap is wanted, and where it 
should be taken. The basic slogans 
in all media will be “Send your 
junk to war,” and “Throw your 
scrap into the fight.” 

The outstanding feature of the 
campaign is the thorough integra- 


in | membership totaling 
which common junk can _ become | 400 


tion of the educational advertising | 
effort with the organized national, | 


state, and local activities organized 
by the WPB bureau of industrial 
conservation, the iron and steel in- 
dustry, and the scrap iron and steel 
industry or “junkmen.” The entire 
program is based on previous de- 
fense scrap experience and _ thor- 
ough organization of public and 
industry efforts. Advertising 4nd 
publicity are the final links welded 
into a vital chain of war activity. 
The importance of iron and steel 
salvage was emphasized by Robert 
Wolcott, president of the Lukens 
Steel Company, and chairman of 
the salvage committees of the Na- 
tional Association of Manufacturers 
and of the American Iron and Steel 
Institute, which raised the $1.500.- 
000 appropriation for the _ initial 


campaign, at a meeting attended by | 


more than 300 editorial 
ness representatives of magazines 
newspapers, farm papers, radio, 
and business papers at the 
studios today. 
Pointing out that 


in peacetime 


and busi- | 


NBC | 


and wartime 50 per cent of finished | 
steel production comes from scrap, | 


Mr. Wolcott said that only 84,000,- 


000 tons of steel production would | 


be secured against a capacity 
duction of 88,000,000 tons 


pro- | 
unless | 


salvage efforts could ferret out the) 


COLLINS 
MILLER & 
HUTCHINGS 
INC. A 


Photo-engravers in Chicago 


207 North Michigan Avenue 


Franklin 5854 


' 


county, and local 
|salvage committees with volunteer 
120,000, and 
industrial salvage councils in 


jally every 


| was presented by 


key manufacturing areas. Virtu- 
plant will have its own 
salvage manager. 


Interesting sidelights on the im- 


portance of scrap were provided by | 


Edwin C. Barringer of the Institute 
of Scrap Iron and Steel, who said 
that the collection of one ton of 
scrap would relieve bottled trans- 
portation facilities of five tons of 
j}iron ore, coal, and limestone. He 
|pointed out that a large share of 


and other junk would | the steel for the Queen Mary came 
be obtained in the long run if all| from German 


ships scuttled at 
Scapa Flow, and that much of the 
steel in Radio City came from U. S. 
Naval ships scrapped under the 
Washington arms treaty. 

Chester J. LaRoche, chairman of 
the Advertising Council, reviewed 
the development of the campaign 
by 100 advertising men from 10 
Chicago agencies, who worked in a 
skill pool organized by Leo Burnett, 


| entered 


Chicago agency chief, and William | 


B. Carr, president of the Chicago 
Federated Advertising Club. 

The campaign in its final form 
a 
president, and Edward D. Madden, 
vice-president, of 
son, agency named by the under- 
writers to place the drive. The 
publicity program will be directed 
by Hill and Knowlton, publicity 
agency for the American Iron & 
Steel Institute. 


McCann, | 


| 


McCann-Erick- | 


- Church Suppers 


Draw Fire from 


Restaurateurs 


Sparta, Wis., June 30.—Refusing 
to countenance such wartime com- 
petitors without a fight, the Res- 
taurateurs Association of Sparta 
has paid for newspaper space to 
oppose the policy of five city 
churches in serving meals to camp 
workers and other hungry eciti- 
zenry. 

Church leaders 
the restaurant 
local eating 


explained they 
business 
places were 
unable to handle adequately the 
food demands of several thousand 
men employed at the nearby Camp 
McCoy enlargement project. The 
churches have been drawing 200 to 
300 men to their dinners. But, the 
restaurateurs pointed out in their 
advertisement, they must 
state laws regulating 
circumstances under 
prepared, hours of 
men’s compensation, 
ance, and health 
employes—plus 
state taxes. 
none. 

“We must serve meals 
profit,” the ad declares. 
meals that cost a great deal more 


because 


which food is 
labor, work- 
liability insur- 
inspection of all 
city, county and 
The churches pay 


at a 


observe | 
sanitation, | 


“You serve | 


than you charge for them. Most 
of your food is donated. Your hus- 
bands and fathers contribute out of 
their pockets every cent you lose 
on these meals. Your customers 
have paid for one-half to two- 
thirds of the cost of what they ate.” 


Lapp to Owens-Corning 


Samuel E. Lapp, formerly with 
Jay H. Maish Company, Marion, 
O., agency, and previously account 
executive with Moss-Chase Com- 
pany, Buffalo, N. Y., has joined 


Owens-Corning Fiberglas Corpora- 
tion, Toledo, O., as assistant adver- 
tising manager. He replaces James 
H. Shoemaker, who has been com- 
missioned an ensign in the Navy. 


Mthoul the 


Yddle 


Denver stock-yards are just a few cow-pens 


@ And without the middle-income* families, the Denver 
market is slim pickings. Of the 96,7914 families in Denver, 
over 54,301 of them are in this volume buying group. 


And they’re flush today because of good jobs and wages. 


@ 3 out of every 5 Denver middle-income families 
(Starch Consumer Magazine Report) read THE FAMILY CIRCLE 
magazine every week. This unique coverage picture is 


substantially the same in many other Western cities and towns. 


@ If you want to cover Denver and other Western middle- 


income families, include THE FAMILY CIRCLE. 


*$1000 to $3000 
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Alexander Smith 
Maintains ‘41 Ad 
Pace of $250,000 


New York, July 1.—Maintaining 
last year’s spending pace of an esti- 
mated $250,000, Alexander Smith & 
Sons Carpet Company released 
schedules this week for a fall cam- 
paign in basically the same publi- 
cations as used in 1941. Though 
the line of Colorama rug patterns 
is not entirely complete, dealers 
will be allowed to continue their 
Colorama franchises and the new 
drive will feature available pat- 
terns. 

Beginning with August issues, 
ads will appear in American Home, 
Better Homes & Gardens, Bride’s 
Magazine, Good Housekeeping, 
House Beautiful, House & Garden, 
Ladies’ Home Journal, and McCall's. 
Copy will be focussed on a dual 
theme, combining selling copy with 
a note of wartime conservation. 

The conservation angle will be 


ADVERTISING AGE 


covered by the offer of a free con-| LAUNCH ‘VICTORY HOMEMAKER' DEPARTMENT 


sumer booklet containing tips and 
advice on how to make floor cover- 
ings last longer. The other half of 
the theme, straight selling 
will recognize that some consumers 
really need new floor coverings and 
that there are dealers able to supply 
this demand. Anderson, Davis & 
Platte is the agency. 


Accepts Stipulation 


Webster - Eisenlohr, Inc., 
York cigar manufacturer, has stipu- 


lated with the Federal Trade Com- | 
mission to cease misleading claims | 
made for Webster-Eisenlohr Smok- 


ers, a brand of cigars sold princip- 


ally in three Pacific Coast states. 
Claims banned include “100% long 
imported filler” and other repre- 


sentations that the filler of these 


cigars is composed entirely of im-| 


ported tobacco. 


Metro Gets Cortile 


copy, | 


New | 


Cortile Restaurant, New York, | 


has appointed Metropolitan Adver- 
tising Company, New York, to 


.direct its advertising. 


WMA® is the station most 
Chicagoans listen to most. 


WMA® is the station which 
carries 7 of the 8 most popular programs on 


the air. 


WMA®@ is the station most 
people in 33 important trading centers listen to 


most, 


WMA® is the Chicago station 


listened to most in 9 metropolitan centers. 


W MA®@ is the station that most 
people in 123 counties of Illinois, Indiana, Mich- 


igan, lowa and Wisconsin listen to most. 


And as a consequence, it is the 


best vehicle for your sales message in the Nation’s 


second market. 


| 
| 
1 
| 
| 


| 


Gathered in True Story's kitchen-laboratory are staff members of the magazine 
with Esther Kimmel, newly appointed editor of the "Victory Homemaker” depart- 
ment, which will be launched in the October issue. Next to Miss Kimmel are 
Herb Drake, promotion manager; Alex Afanassieff and Bill Pebmer, staff repre- 


sentatives. Below: Asa Blish (center) 


is flanked by Jerry Spanier and Fritz 


Legler, representatives. 


‘Shuttle Shopping 
Tiring, Wasteful, 
Store Tells Women 


Genung's Launches 
Unusual Campaign in 


Suburban New York 


New York, July 1.—The mer- 
chandising dislocations threatened 
by tire and gasoline rationing are 


/not all on the negative side, in the 


| partment 


opinion of Genung’s, suburban de- 
store chain, which is 
reaching out for expanded sales 
volume with the aid of an aggres- 
sive new advertising campaign. 
Operating seven stores in Mount 
Vernon, Yonkers, White Plains and 
Tarrytown, N. Y., and Danbury, 
Meriden, Norwalk and New Lon- 
don, Conn., Genung’s has set down 
a dual objective for its unusual 
copy: first, to retain for its own 
iocalities the patronage of shoppers 


who formerly were lured by the 
big New York department stores; 
and second, to dramatize gas and 


tire conservation by 
convenience of 


stressing the 
concentrating pur- 
chases in a_ single establishment 
instead of hopping from shop to 
shop all over the main street. 

Special 1,200-line ads, prepared 
by Swertfager & Hixon, New York 
agency, are appearing weekly in 
newspapers of the seven cities, sup- 
plementing the regular selling copy 
used by Genung’s. In striking for 
the campaign’s first objective, in- 
formal copy portrays an appealing 
picture of the store as an institu- 
tion. 


Baby Gives Reasons Why 


A succinct credo, referred to as 
“The Genung Way of Doing Busi- 
ness,” is reproduced as an integral 
part of all layouts, and individual 
planks in the platform are given top 
billing from time to time. Thus, a 


typical ad features “One of Our 
Best Customers,” an infant who 
tells of mama's’ fondness for 


Genung’s pleasant sales clerks, low 
prices and comfort facilities. Another 
piece of copy discloses the “Secret 
Thoughts of a Genung’s Sales Girl,” 
while still another lists a dozen 
things that “You Won’t Find at 
Genung’s.” Included are snippy 
sales clerks; high pressure selling: 
overpriced merchandise; “shelf- 
warmers”; resentful attitude toward 
complaints; long, tiresome waits for 
change; poor lighting and ventila- 
tion; untidy rest rooms; unfriendli- 
ness to children. 

The second phase of the cam- 
paign is keyed by an analysis of the 
futility of “shuttle shopping.” An- 
other layout on the same theme 
features the headline, “Fresh as a 
Daisy—Yet She’s Done a Full Day’s 
Shopping.” 


Each of the ads in the special 
‘campaign is tied to preceding mes- 


/sages by means of a “family resem- | 
Thus, although the lay-| 


| blance.”’ 
| outs differ widely, the series is tied 
| together as a continuity that imme- 
diately identifies the sponsor. 


Boston Ad Club 
Elects New Officers 


Ernest Hoftyzer, advertising di- 
jrector of the Boston Record and 
| American, has been elected presi- 
dent of the Advertising Club of 
Boston. Other officers named are: 
first vice-president, Harold E. Fel- 
lows, general manager of WEEI; 
second vice-president, Frederick W. 
Bliss, district sales manager, Gen- 
eral Electric Company; treasurer, 
Arthur V. Howland, vice-president, 
Tileston & Hollingsworth Company; 
and secretary, Carleton W. Rich- 
ardson, vice - president, United 
Business Service. 

Directors named for two-year 
terms are: John L. Clarke, Lovell 
& Covell Company; Raymond EF. 
Fletcher, Thomas Groom & Co.; 
James V. MacDonald, Boston Edi- 
son Company; Marguerite S. Wett- 
lin, editor of “Rexall Magazine’: 
and Edmund S. Whitten, Edmund S. 
Whitten, Inc. 


Griffin to Chicago 

Alfred Griffin, formerly of 
M-G-M, Culver City, Cal. has 
joined the Chicago staff of United 
States Advertising Corporation. 


‘Reason Why’ Copy 


Stressed in New 
War Bond Series 


New York, June 30.—Belieyi; 


that self-interest is a stronger se 
jing appeal than patriotism, Fam 
|Circle will begin a series of w 
| bond advertisements in its Aug. 
issue in which “reason why” co; 
will sell readers on saving now 
buy refrigerators, automobiles, ele 
tric ranges, and other goods n 
available today. 

Advertisements for each classi! 
leation of “victory baby” produc 
| will be prepared by agencies ser’ 
ing prominent advertisers in the 
respective fields. Lord & Thoma 
advertising agency for Frigidair 
prepared the first. McCann-Erick 
son, Fuller & Smith & Ross, an 
Maxon have already volunteered : 
prepare copy on automobiles, elex 
| tric ranges, and kitchen equipmen 


Urges Extension of Theme 


J. H. Curtis, advertising manage 
of Family (ircle, in securing Treas 
ury Depariment approval of th: 
copy, proposed that other - maga 
zines use the same or similar copy 
commenting that much of the wa: 
bond promotion to date has bee 
far too much “reminder copy” an 
far too little “reason why copy. 
He pointed out that copy of thi 
type should prove especially suc 
cessful in selling savings to work- 
ers in the $1,000 to $3,000 bracket 
who hold most of the excess pur- 
chasing power the government 
seeks to “siphon off” through wai 
| bond sales. 

C. C. Carr, divector of advertising 
and sales promotion of the Alumi- 
num Company of America, recently 
|proposed that all industries which 
|have no goods to sell concentrate 
on “Selling Tomorrow Today” 
through building war bond savings 
|for future purchases. (ADVERTISING 
AGE, June 8.) 

The Dime Savings Bank of 
Brooklyn has been running news- 
paper advertising in New York pic- 
turing tires, cars, vacuum cleaners 


| 


and other unavailable goods with 
the slogan “Save Now and Buy 
Later.” 


NRA Issues ‘News Letters’ 


To inform members promptly 
and concisely of government rules 
and regulations and of wartime 
developments affecting the restau- 
rant business, National Restaurant 
Association, Chicago, has replaced 
its “National Restaurant Bulletin” 
with a new service of “News Let- 
ters,” which will be mailed at 
regular and frequent intervals. 


THERE IS AVAILABLE TO NA- 
TIONAL ADVERTISERS A SPECIAL- 


IZED SERVICE | 


N PLANNING, DE- 


SIGNING AND PRODUCTION OF 
LITHOGRAPHED DISPLAY MATERIAL 


-fT MAY BE T 


HAT THE SKILL 


: 
7 


AND EXPERIENCE OF THIS 


ORGANIZATION 


ADVANTAGEO 


COULD BE USED: 
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T. 
of Sears, Roebuck, | 
Dies in Chicago 


Chicago, June 30.—Thomas J.) 


Carney, 56, president of Sears, Roe- | 
buck & Co., died here last night | 
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forced to turn back part of its 
expected profits. That fact, plus 


J. Carney, Head __HIGH-POINT BLEND 
|the uncertainty of what the tax bill 


a a 
| Private Lines 
iskey Fact- will call for when finally enacted, 


Admen connected with the WPB| Henderson yielded to the pressure | led to the decision to withhold ad- 
scrap salvage and fats salvage cam-|and named political henchmen to | Vertising for the present. 

|paigns have recovered from their | OPA administrative jobs, he would 
early fears that the hastily-organ- be breaking the law. | 


An Important Wh 


Ee 


‘ized rubber salvage drive would | oe le 
aft-r a five-month illness. He had throw out of gear their integrated | 
he: ded the company for three years. | 'plans for “getting in the scrap” by| Renegotiation of war contracts 
}ir. Carney was born in Chicago | sound merchandising methods. Net | and sub-contracts, together with 
in 1886, the same year that Sears, result of the drive pushed by Wash- 


Miin., and joined the company as 
a temporary employe during the 
Christmas rush in 1902. His 40 
yeirs’ service exceeded by 10 years | 
thit of any other officer of the mail 
or ler company. 

When Mr. Carney joined Sears, | 
the chief problem facing the com | 
pany was shipping and routing; he 
was in charge of the department | 
when the schedule system, which | 
has been called the making and sav- 
ing of the mail order business, was 


| 
Ro:buck was founded in eer oI 


Newspapers in Boston, Detroit and Phil- 
adelphia are being used by Gooderham 
& Worts to feature the "“high-point 
blending" of William Penn whisky.  In- 
sertions are scheduled once a week, and 


ington press agents has been loads 
of space, little rubber. Now, the 
admen feel that their $500,000 
fats drive and $2,000,000 over-all 
salvage drive will have a real op- 
portunity to demonstrate the effi- 


tising organization. 


* a8 + 


Members of Congress who are 
sniping at Price Administrator , 
Leon Henderson should read the 


law they enacted. The Price Con-| 


| cent 
ciency and results of sound adver- | 


other uncertainties also emanating 
from Washington, may have a seri- 
ous effect on advertising expendi- 
tures. One major company whose 
peacetime occupation making 
radio sets but which is now 100 per 
in war work recently can- 
celled its scheduled advertising. The 
explanation given to media men 
was that the company has decided 
to hold off making an investment in 
advertising for the time being until 
it can get a clearer picture of profits 
from current business. Since its 


IS 


In Cleveland 
THE HOLLENDEN 


In Columbus 
THE NEIL HOUSE 


In Akron 


installed. He rose through the other cities may be added later. Maxon, trol Act contains this clause: “In| @dvertising is inadmissible as a cost = ATTLOWER 
- : 7 ; . \ wes cea : n Lancaster, O. 
ranks of the company, becoming op- Inc., is the agency. ‘the appointment, selection, classi-'°f Performing government  con- THE LANCASTER 
| erating manager of the Philadelphia | fication and promotion of officers | cracts, funds for promotion must In Corning, N. Y. > 
: branch in 1920, then Philadelphia ; _.. land employes of the Office of Price |come from profits. And since en- THE BARON STEUBEN i 
4 manager, later vice-president in| Newspaper Enterprise Association, ‘Administration, no political test or | actment of legislation April 28 giv- THEO. DEWITT amr. PRESIBENT . 
i charge of operations, and finally ‘betnahonnnd and publisher of Gally news- | qualification shall be permitted or | ing statutory authority to renegotia- Ss 7, 
y president. eer , = mga eg Marysville and Yuba | piven consideration, but all such|tion procedures previously estab- 
4 Two of Mr. Carney’s intimates | City, Cal. and publisher of the appointments and promotions shall| lished on an informal basis by both | 
" during his 40 years with Sears are | Washington Post. be given and made on the basis of the Army and Navy, this company 
F ned 7 wae as eles oe | ea merit and efficiency.” Hence if Mr.|cannot be sure that it will not be 
; company when Mr. Carney headed BEN P. BRANHAM a 
: its billing department, is chief of | Chicago, July 1.—Funeral serv- | 
4 the bureau of industrial conserva- | ices were held June 27 for Ben P. | 4 
r tion, WPB. For 25 years, Mr. Car- | Branham, for many years publisher n 
1s ney’s right hand man was Donald | of the Hotel Bulletin. Mr. Branham 
is M. Nelson, executive vice-president | died Thursday of the infirmities of | 
va of the mammoth merchandise com- |@dvanced age. bili 
al pany and present chairman of the| Mr. Branham founded Hotel Bul- | 
War Production Board. Before Mr. | letin in 1900. An apostle of the : 
ng Nelson’s call to service with the personal journalism which held on” a 
- government, he had been viewed as |SWay in the early part of the cen- 
Hy a likely successor to Mr. Carney. ‘tury, he signed his editorials | “bean 
- = “Uncle Ben’’—the title by which he | jit si Vil 
~ was known throughout the field. He | Ee > > 1 hi 
y ERNEST F. BADER He sold the Hotel Bulletin in the Sr 
igs Omaha, Neb., July 1.—Ernest F. 1930's. one 
NG Bader, general manager of KBON —_ | 
and pioneer Nebraska radio execu- 
of tive, died June 28 after a week’s| JOHN M. IMRIE 
/s- illness. He was 53 years old. | Edmonton, Alta., July 1.—John 
ic- Mr. Bader entered the broxdcast-| M. Imrie, 58, who retired last fall | 
ars ing field as head of one of the first}as managing director and_ vice-| 
ith radio advertising agencies in the president of the Edmonton Journal, | 
uy country, Bader & Co., Omaha. He! died here June 19 after a lengthy 
left Omaha seven years ago to head|illness. He was a past president of | 
the Los Angeles office of The Caples|the Canadian Daily Newspapers 
rs’ Company, returning in 1941 to! Association. 
tly assume managership of KBON. He ——_—__- e 
les was a member of the Omaha Ad-| 
me vertising Club and Nebraska Broad- Don’t Fret Over Wash ington Ca lls On 
iu- casters’ Association. 
| ee Fuel Oil, Anchor 
in . WIL ? 
et- Toronto, Ont., July 1.—William J. | Advises Consumer 
at 


Wilcox, vice-president of Canadian 
Shredded Wheat Company Ltd., 
died here June 29. He was for-| 
merly sales manager for the com- 
pany and was also on the board of 
directors of Christie Brown & Co. 


| seaboard 


Baltimore, July 2.—With all in- 
dications pointing to a fuel oil 
shortage in Eastern areas next fall, 
Anchor Post Fence Company this | 
week launched a timely campaign 
in newspapers along the Atlantic 


Hospital Management 


When the House Ways and Means Committee was discussing the new tax bill and 
wanted information on how proposed excise taxes would affect hospitals, it invited 


one announcing Convert - O - the Eastern editor of Hospital Management to present the hospital point of view. 
HUGH AIKMAN Grate, a device joey e. ae His testimony, plus a brief presented later, went into the official proceedings. was 
: nace conversion from oil to coi ; ae + ; ; j 
— N. fa — pet eight minutes.” printed in the Congressional Record and reported in Hospital Management. 
kman, secretary and_ publicity - 


In 471-line copy Anchor advised 


nanager of J. H. Williams & Co., ; 
householders to “stop worrying 


Buffalo manufacturer, died at his This is typieal of the editorial prestige of Hospital Management, which since the 


- tees 20 after a seven-weeks’ gga ma - teaueer| beginning of the defense program has been presenting exclusively complete infor- 
Mr. Aikman, who was 72, joined | Gtate you burn either coal or oil) mation regarding government policies and programs affecting hospital service. 

the company in 1892. In 1900 he|i™ your furnace — whichever is 

was named sales manager of special available. 


Hospital Management is the only magazine in the field with its own Washington office, 


, ” maha i Convert-O-Grate can be installed oe ae : aye tase : : 
or Seas and became — and complete for as little as $29.50 in and it is regularly giving hospital administrators the only authoritative informatiou 
pu ilicity manager in 1920. . : , ’ ’ Ry et ite : oe : ’ 
= ‘certain types of furnaces, the ad available regarding priorities and allocations of materials for hospital use, govern- 
continued. It was reported here < es : ‘ F a: pr 
> ment aid in hospital construction, current tax problems and other vital information 
EUGENE MACLEAN today that Anchor Post Fence Com- pete aes I z : as | . “ 
Furlingame, Cal., July 1.—Eu-| pany, which also manufacturers oil about activities in the national capital. 
gen» MacLean, 60, publisher of the | burners, has been allocated a supply 
Sa, Francisco News from 1915 to/|of steel to help in the solution of This is just one of the many editorial services which have made Hospital Manage- q 
192’. died at his home here June 16.| the heating problem that has been ae pt 9 H ‘ral : 
Fol owing his association with the worrying many Washington officials. ment the stand-out magazine in this important consumer market. n 1941 Hospita 
Neis, Mr. MacLean was head of| Van Sant, Dugdale & Co. directs Management gained more paid circulation and advertising volume than all other 
the Pacific Coast bureau of the! the account. 


publications in the field combined! For the full story, ask any representative or 


your advertising agency. 


250 W. 1340. Full Time. 
Sears & Ayer, HReps., 
Local help given. 


WSOY HOSPITAL MANAGEMENT 
 @ diy 
| 


- New York: 330 W. 42nd St. Phone Bryant 9-6432 Chicago: 100 E. Ohio St. Phone Del. 1337 


— 


Central Illinois is booming 
industrially and agricultur- 
ally. Reach a big chunk of 
it thru the DECATUR station, 


The only hospital publication which is a member of both the ABC and ABP 


GIBBONS KNOWS CANADA\| 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS 


LOMONTON 
VANCOUVER 
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Bendix Tells Role 
of Air Instruments 
in New Campaign 


(Continued from Page 1) 


tervals. Buchanan & Co. is the 
agency. 

The first ad in the series will in- 
troduce a new concept, “The In- 
visible Crew .. . the precision avia- 
tion instruments, accessories and 
controls built by Bendix,” a trade- 
mark that will become an integral 
part of all Bendix business paper 
advertising and may eventually ap- 
pear on most of the 18,000 products 
manufactured by the company’s 17 
divisions. 

To Bolster Morale 

Fliers and aviation workers fre- 
quently overlook the fact that such | 
familiar accessories as the Strom- | 


Bufhalo’s 


FIRST 


for Regional 


-Directionally ve 
Intensified 
by Night — 
WGRE 
K.C. 


BASIC MUTUAL 
NETWORK STATION 


SSS SSSERESS 
SS an 


New $350,000 Transmitter Plant 
ss BUFFALO 
BROADCASTING CORPORATION 


|berg injection carburetor, Scintilla 
aircraft magneto, Eclipse starter, 
|Pioneer turn and bank indicator, 
and other instruments that con- 
front the layman in an airplane 
cockpit, are Bendix products. 

And 40,000 Bendix employes, 
scattered in large and small works 
and offices in Bendix, N. J., South 
Bend, Chicago, Elmira, N. Y., New 
York City and other points are not 
fully aware of the scope of the 
company’s business or of its posi- 
tion in the aviation equipment field. 

It is to the morale and security 
of this group of employes that the 
present campaign is largely dedi- 
cated. According to Bendix execu- 
tives, workers attracted to war in-| 
dustries are deeply concerned about 
their future job security, and are 
inclined to choose employment with | 
such established names as Bendix, | 
General Motors, Westinghouse and | 
General Electric in preference to 
“unknown” competitors who have 
sprung up during the defense and 
war production programs. Both war 
and post-war advertising have a 
definite morale benefit in attracting 
and holding skilled workers, Bendix 
officials believe. 


Expanding Market 


In deciding to place a large por- 
tion of its advertising budget in 
general magazines and in a network 
radio program yet to be selected, 
Bendix is aiming at a “mass mar- 
| ket” that will be expanded in geo- 
metric proportions by the war. Spe- 
cifically the campaign is directed to 
the pilots, ground crew members, 


radio operators, dispatchers and fu- | 


ture air transportation executives 
and private pilots who are being 
created by the war. 

Just as a Bendix Eclipse drive 
or a Bendix-Westinghouse air brake 
is a sales factor in a truck or an 
automobile today, it is believed that 
various Bendix precision § instru- 
ments and accessories will be im- 
portant sales factors in tomorrow’s 
commercial and private planes. 

An interesting sidelight of the 
Bendix war and post-war advertis- 
ing program is the fact that there 
was virtually no “conversion” for 
Bendix from peace to war produc- 
tion. The Bendix products used on 
bombers and fighters today are the 
same products used on pre - war 
transports and private ships, the 
same ones or forerunners of those 
to be produced after the war. In- 
stead of changing over to war pro- 
duction, Bendix merely stepped up 
production. 


Seek Air Recruits 


The company therefore has a 
huge stake in maintaining general 
public interest in post-war aviation 
and in supporting the air forces 
during the war. Current copy not 
only helps acquaint flyers, ground 
crews, and the public with the part 
that various Bendix products 
played in the Tokyo raid or the 
Coral Sea battle, but encourages 
air-minded young men to enlist for 
pilot or ground training with the 
‘Army, Navy, or Marine air forces. 
Future insertions, like the _ initial 
one in national weeklies, will be 
geared to the role that aviation in- 
struments play in the performance 
of American planes in major bat- 
tles. 

Because the copy includes tech- 
nical information and shows illus- 
trations of war materiel, each ad- 
vertisement must receive written 
approval by eight offices in the War 
and Navy Departments, the War 
Production Board, the Office of 
Censorship, and other government 
agencies. 


Six Weeklies to ABC 


The following weekly newspapers 
have recently qualified for mem- 
bership in the Audit Bureau of Cir- 
culations: Journal, Highland, T1.: 
Banner, Brownstown, Ind.: Advo- 
cate - Hamiltonian, Hamilton, Mo.: 
Express, Dallas, Tex.: Journal, 
Rockport, Ind.; and Republican, 
Unionville, Mo. 


David to B-S-H 

Harold W. David, who has been 
| with Lord & Thomas for eight years, 
most recently handling the Ameri- 
can Dairy Association account in 
L & T’s Chicago office, has joined 
Blackett - Sample - Hummert, Inc., 
Chicago, in an executive capacity. 


| 


NIAA and Copy 
Chasers Announce 
Campaign Awards 


Seventeen industrial advertisers re- 
ceived awards for outstanding cam- 
paigns in the competition conducted 
as a feature of the war conference 
of the National Industrial Advertis- 
ers Association. The certificates of 


award were presented at the clos- 
jing session today. 


Divided into three divisions, the 
awards were as follows: 

Division 1. Industrial advertis- 
ing for War Production Board and 
governmental agency assistance 
programs, RCA Mfg. Company, 
Tube Turns, Inc., Blaw-Knox Com- 
pany, Bausch & Lomb Optical Com- 
pany, Independent Pneumatic Tool 
Company, Warner & Swasey Com- 
pany, and Corbin Screw Corpora- 
tion. 

Division 2. For industrial adver- 
tising designed to assist today’s war 
effort, Inland Steel Company, Black 
& Decker Mfg. Company, Cincinnati 
Milling Machine Company, Metal & 
| Thermit Corporation, Okonite Com- 
pany, Republic Steel Corporation, 


Atlantic City, N. J., July 1— | 


Cdveutisi 
Y \Market Place 
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ad 


The rates for this department are as follows: 

“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 
‘Representatives Available,” 30 cents a line, minimum charge $i. Te 
cash with order. 

All other classifications (single insertion rates): % in., $2.75; 1 to 2 
$4.75 per inch. 


HELP WANTED 
WANTED: ADVERTISING MEN OR 
WOMEN 


HELP WANTED 
CIRCULATION MANAGER 
Large weekly industrial publicat: 

Leading manufacturer of apparel) located in middle west desires s¢ 
needs experienced advertising men|/ices of experienced circulation m: 
and women to handle sales promotion |ager. State age, draft status, 
and advertising, including wide scope | plete experience, and photogra, 
of publication and dealer material; | pox 3723. ADVERTISING AGE, N.) 
and to do employee-relations and mo- : sab ; : ie 
rale job in factories engaged in War | wanTED, SIGN AND DISPLAY M)V 
Production. Both jobs require intel- Can offer exclusive territory on 
ligence, initiative, and experience, | commission basis for handling 
and in turn offer unlimited opportu-| highly diversified line of silkser 
nity for a wide scope of talent and | processed signs and displays in gla « 
creative ability. Age not important, | wood, metal, cardboard, plastic a d 
but ability and past record are. Sal-| composition board. Prefer those al e 
ary dependent on individual. Write|t) make own drawings and sketcl 
fully, giving complete information re- | write. _ a : 
garding background, personal data, | , 
age, marital status. Enclose snapshot 

if possible. 


Dura-Products Mfg. Co. 
Canton, Ohio 


and Warner & Swasey Company. 

Division 3. Industrial advertis- 
ing directed toward the post-war 
period, Keasby & Mattison Com- 
pany, Hercules Powder Company, 
Inc., and Ajax Electrothermic Cor- 
poration. 


118 Entries Submitted 


| These winners, and seven honor- 
lable mentions in Division 2 were 
‘selected from a total of 118 en- 
tries. Judges in the competition in- 


| cluded Howard K. Porter, general | 


‘sales manager, Hyatt Bearings Di- 
|vision, General Motors Corporation, 
Harrison, N. J.; Alfred M. Staehle, 
publisher, Factory Management and 
| Maintenance, New York: Harry W. 
Fortey, assistant to the president, 
De Walt Products Corporation, Lan- 
caster, Pa.; John C. Stephan, Cleve- 
lland agency head; and Sidney H. 
|Webster, advertising manager, 
Eclipse Aviation Division, Bendix 
Aviation Corporation, and chairman 
of the NIAA war portfolio commit- 
| tee. 

| The Copy Chasers of Industrial 
Marketing also announced their 
selections of the outstanding cam- 
paigns in Divisions 2 and 3. The 
campaigns of Hercules Powder 
Company, designed to assist today’s 
war effort and directed to the post- 
war period, were selected by these 
lcritics for recognition in both divi- 
sions. Also selected as outstanding 
in Division 2 were A. P. De Sanno 
land Son, and Warner & Swasey 
Company. 

Calgon, Inc., was selected for spe- 
cial recognition along with Her- 
cules Powder Company in Division 3. 

The Copy Chasers gave honorable 

jmention in Division 2 to the fol- 
lowing: Air Reduction Sales Com- 
pany: Bakelite Corporation, for 
Vinylite campaign; Black & Decker 
|Mfg. Company; Combustion Engi- 
neering Company; Henry Disston & 
Sons, Inc.; Foxboro Company; Gen- 
eral Electric Company, Plastics De- 
partment; Hagan Corporation; Metal 
& Thermit Corporation; 
Screw Cooperative Group; U. S. 
Steel Corporation, high tensile 
campaign; Worthington Pump and 
Machinery Company, Holyoke Divi- 
sion. Keasby & Mattison Company 
received honorable mention in Divi- 
sion 3. 


‘Mansfield Advanced 


Ernest Mansfield, formerly local 
manager of general line sales of 
American Can Company, has been 
appointed sales manager of the 
Pittsburgh district. The appoint- 


ment is part of a move by Ameri- | 


can Can to administer both packers, 
can and general line sales through 
district sales offices, replacing local 
offices for each division. 


Issues News Digest 


A 16-page tabloid-size newspaper 
containing all the important home 
town news for the month of June 
was issued on July 1 by the Out- 
look, Santa Monica, Cal., for mail- 
ing to local men now in the armed 
forces. It is planned to publish this 


“Home News Digest” at the end of! 


each month. 


Phillips | 


Box 3722, ADVERTISING AGE, Chgo. | _ saTsONS WANTEE 
——— —— ys ONS FANTED 


ADVERTISING SALESMAN 

8 years exerience trade paper spa e 
—college graduate —draft exempt 
lexpert photographer—forceful pub 
PUBLIC RELATIONS MAN | speaker. 


Unusual opening with large nation- | Box 3717, ADVERTISING AGE, Che 
jally known manufacturer. Should be - - 
| worker with ability as contact man.| Former mail order adv, exec., exp. 
Must have a broad background in/all phases adv. and sales coordinatio 
| newspaper publicity and publie rela- | Knowledge planning, layout, art, copy, 
{tions work. Feature writing neces- | production. Moderate salary. Dratt 
sary and executive ability important. | exempt Age 27. 
In reply state experience, age and en- | Rox 3724, ADVERTISING AGE, Che 
close photo. 
ion 3726, ADVERTISING AGE, Chgo. ONE MAN AGENCY, priorities cas- 
ualty, looking for spot where hard 
work and ability will pay dividend 
4F, 35, single. Copy, production, con- 
tacts. Entertain any reasonable offe 
Box 3725, ADVERTISING AGE, N.Y. 


| ) | 
ant advertising manager, Canadian 
Mercready Named Westinghouse Company, Hamilton, 

* Ont.; and H. S. Schuler, sales pro- 
New President of motion manager, Westinghouse 
Industrial Group 


Electric & Mfg. Company, San 


Francisco. 

Atlantic City, N. J., July 1.—Her- Arnold J. Andrews, assistant 
| bert V. Mercready, sales promotion manager of publicity, Bucyrus-Erie 
|manager of Magnus Chemical Com-| Company, South Milwaukee, W's., 
|pany, Garwood, N. J., was named! W@s elected secretary-treasurer. 
president of the National Industrial eieecmnmenees 
| Advertisers Association at its clos- Mullen to Rickard 
ling PSssi 5 ay 2» takes 
cae ee aka Ga ean Ue John A. Mullen, formerly with 
W D Murphy Reincke : Ellis- the advertising department of Beth- 

‘ «5 J» . . hehem Steel Company, has joined 
Younggreen & Finn, Chicago, who the copy department of Rickard & 
resigned the presidency to accept a Co., New York. 
'commission in the Navy. 

Vice-presidents representing eight ° 
of the NIAA chapters were also Hickerson Adds Account 
‘elected, including: Allen P. Colby, J. M. Hickerson, Inc., New York, 
|advertising manager, National Sup- a Se cee oe na 
ply Company, Toledo, F. W. Lac- The council represents manufac- 
kens, advertising manager, The turers of power transmission ma- 
Hays Corporation, Michigan City, c¢hinery. 
Ind.; Wilmer H. Cordes, advertising . 
manager, American Steel & Wire 
Company, Cleveland; A. H. Neher, 
sales promotion manager, Century 
| Electric Company, St. Louis; Harry 
|Keene, advertising manager, Grin- 


cor aa. * 
in Connecticut : 


nell Company, Providence; Robert cones 

J. Barbour, assistant advertising Seeaey Cireetation weecese ccs ee, 00059 
| ; : : "SARC REPORT 3-01-42 i 

| manager, Bakelite Corporation, " 


NATIONAL REPRESENTATIVES 
LOREINIZEN & THOMPSON 


|New York; J. A. M. Galilee, assist- 
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“JUMBLE” BASKETS 


M-W “JUMBLE” Merchandise Display Baskets literally | 

put your product “right into the buyer's hands.” They 

provide an easy way for customers to handle and 

examine — and to buy — merchandise which otherwise 

might escape their attention. They speed up dealer's 

turnover of your product at the point of purchase. 
ASK TO SEE ONE—CALL TELEPHONE OR WRITE—NO OBLIGATION 


MAGILL-WEINSHEIMER COMPANY 


1320-1334 S. Wabosh Avenue - Phone CALumet 7200 
CHICAGO 
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How Advertising 
Speeds War Work 
Described fo NIAA 


(Continued from Page 2) 


tributions whicn it is making to the 
ma ntenance of morale on the home 
front. 


Must Do Educational Job 


With industry demonstrating the 
possibilities of efficient production 
in the war effort as it may be ap- 
plied to peace-time operations, now 
is the time for industrial advertising 
mean to educate workers, manage- 
ment, and the general public on the 
social significance of technological 
progress in preparation for the post- 
war period, Stanley A. Knisely, ex- 
ecutive vice-president of Associated 
Business Papers, asserted at the 
closing session of the conference this 
morning. 

Here and there, he said, signs in- 
dicate that the general public is be- 
ginning to glimpse the importance of 
the machine which in some quarters 
was so recently condemned. Now, 
therefore, is the time to burn deep 
into the minds of everybody that 
the American standard of living de- 
pends on ever-increasing efficiency 
in the production, transportation, 
and sale of every type of commod- 
ity. “If advertising men don’t grab 
this idea and go to town with it, if 
they wait for another depression 
with its unemployment, bread lines, 
riots, slow downs, and doles for not 
producing, we're sunk,” the speaker 
declared. 

Must Sell Advantages 


War necessities, such as the new 
labor-management committees 
which are now working so success- 
fully in speeding war production, 
are pointing the way for a better 
future for all and have an oppor- 
tunity to beeome a permanent real- 
ity if the industrial advertising man- 
ager will crystallize the thinking on 
the situation by both sides and sell 
the advantages to be gained through 
increased business’ efficiency in 
terms of its social as well its 
competitive significance, Mr. Knise- 
ly said. “Only to the extent that 
we are able to do this in increasing 
measure will we be able to make 
the freedom from want clause in the 
Atlantic Charter more than a nice- 
sounding phrase,” he concluded. 


as 


Concoct Jobs Now, Says Andrew 


As a means of preparing for the 
post-war period, Edwin L. Andrew, 
ice-president, Fuller & Smith & 
Ross, Inc., Cleveland, urged the con- 
ference to begin new to concoct the 
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millions of new jobs out of which 


the only kind of future all want will 
build itself. “Imagineering,” the 
term now used by Aluminum Com- 
pany of America for future planning 
and development work, may be used 
by any company or industry, and 
without an ounce of aluminum, he 
suggested. 

To feed the fires of imagination 
through which to build the millions 
of new jobs which will be needed 
after the war, it is only necessary 
to use the new materials, the new 
chemicals, the new techniques, and 
the new skills, and infinite varia- 
tions and combinations of them, that 
ingenuity can suggest, Mr. Andrew 
explained. “You literally start from 
scratch with every product you have 
|}had to put on the shelf for the dura- 
tion,”’ he detailed. “You start from 
scratch with every product you've 
had to freeze the design of, for pro- 


| 


duction purposes, for the duration. | 


You start from scratch 
\glimmering of an idea of a new 
{product that you ever visioned. 
‘What are you going to come up 
|'with? Totally new things to make; 
old ones made cheaper; good ones 
|made better; slow ones made faster; 
|heavy ones made lighter; products 
iso desirable that they make work, 
with honor, for salesmen and store 
iclerks, delivery men, warehouse 
/men and railroad men, and all the 
jother components of our distribu- 
tion system, in addition to building 
payrolls of direct factory labor.” 


on every 


Readers Eager for Messages 


If the full meaning of “‘imagineer- 
ing” catches hold in a business, the 
advertising copy will take care of 
itself, Mr. Andrew asserted, and 
likewise the problem of public rela- 
tions will be solved automatically 
when the public is given this solid 
eyeful of industry really reaching 
for its destiny of the job-maker. 

Too many advertisers are spending 
so much of their energies straining 
for reader interest and reader atten- 
tion that they are failing miserably 
to get across any kind of a story to 
the people who are patiently wait- 
ing for it, Roy O. Eastman, research 
specialist, told the industrial adver- 
\tisers. Advertisers are not taking 
full advantage of the receptivity 
already waiting for the right kind 
of product messages in advertising 
space, he said. Present advertising 
practice shows a lack of confidence 
on the part of the advertiser in the 
publications they use, the audience 
they are addressing, in their own 
products, and in their advertising 
itself — otherwise they wouldn't be 
putting so much applesauce in their 
advertising, he declared. 


Reader Activity Runs High 

Recent surveys have shown that 
only 16 per cent of reader exposure 
of advertising is accidental, and that 
in itself isn’t worth much, Mr. East- 
man told the meeting. In other 
words, too much effort is made to 
capture the attention of one unin- 
terested man while five interested 
people are eagerly waiting for the 
advertiser's story. ? 

Under present wartime conditions 
Mena activity is much higher than 


usual, running from 70 to 90 per) William L. 


BIDU BOWS IN CHICAGO MARKET — | 


Bidu, a new cola-type drink marketed by 
Orange-Crush Co., has launched initial 
promotion in the Chicago area. Out- 
door and spot radio are being used for 
the beverage, with promotion capitaliz- 
ing on its South American origin. Bidu 
has previously been sold in Argentina. 
Promotion will soon be expanded to 
other markets, with due recognition of 
the sugar and crown situation now exist- 
ing in the bottling industry. Aubrey, 
Moore & Wallace directs the account. 
Shown here are a floor display and win- 
dow sticker for retailers. 


publication. For the average adver- | 
tiser 84 per cent of the readers of 
business papers in a recent survey 
were some kind of prospect for his 
goods or services. Average reader 
exposure of the ads ran 55 per cent. 
The average ad was read in its en- 
tirety by 26 per cent; another eight 
per cent read some of it; and 21 per 
cent saw and remembered the ad 
but read nothing, thus emphasizing 
the need of taking better advan- 
tage of the reader interest awaiting 
the manufacturer’s message, Mr. 
Eastman said. 


Urges Pooling of Efforts 


Also on today’s program was Dun- 
can Aikman, Office of Coordinator 
of Inter-American Affairs, who de- 
clared that the free enterprise sys- 
tem’s lease on life and prosperity 
lies today not on land frontiers but 
on the frontiers of advancing living 
standards. This is a job, he said, 
which can be accomplished through 
the pooling of materials and pro- 
ductive efforts, a story which adver- 
tising should be used to spread 
throughout the American nations. 

David C. Prince, vice-president, 
General Electric Company, gave an 
illustrated talk detailing how his 
company is analyzing the post-war 
market and organizing to approach 
it. 


Art Directors 


Form Boston Club 


The Art Directors Club of Boston 
has been formed by 30 art directors 
throughout New England. Head- 
quarters are in the Pierce building, 
Copley Square, Boston. Officers 
of the new club are Paul V. Cava- 
naugh, Alley & Richards, president; 
Caffrey, H. B. Hum- 


Texas Co. Will 
Air Met. Opera 
for Third Year 


New York, June 30.—For the 
third consecutive year, Texas Com- 
pany will sponsor the Metropolitan 
Opera broadcasts, probably begin- 
ning Nov. 28. The Saturday after- 
noon program will be aired over 
the Blue Network from 2 to 5 p. m., 
EWT. Buchanan & Co. is the agency. 


Miles to Follow Ford 


Miles Laboratories, which had 
planned to shift “Lum and Abner” 
from 6:30 p. m., EWT, to 10 p. m., 
effective June 29, will keep the pro- 
gram in its present time until July 
13. At that time, “Lum and Abner” 
will be aired in the quarter-hour 
period beginning at 8:15 p. m., 
Mondays through Thursdays, in- 
stead of on Mondays, Tuesdays, 
Thursdays and Fridays as at pres- 


ent. Under this new setup, the 
Miles program will follow immedi- 
ately after the Ford Motor Com- 
pany news broadcast which is 
scheduled to start July 12. Wade 
Advertising Agency directs the 


Miles account. 
Renews “Hobby Lobby” 


Colgate-Palmolive-Peet Company 
has renewed and changed the time 


period of “Hobby Lobby,” heard 
over CBS. The renewal is effective 
‘July 4 while the program will 


change its time to Tuesdays begin- 
ning July 21. Currently heard over 
a CBS network of 69 stations on 
Saturdays from 8:30 to 8:55 p. m., 
EWT, with a rebroadcast at 11:30 
p. m., the program is sponsored for 


cent, depending upon the type of phrey & Co., vice-president; Arthur Palmolive shave cream and Palm- 


G. Wolfrum, Batten, Barton, Dur- 
stine & Osborn, secretary; and Ken- 
neth E. Morang, Barta Press, treas- 
urer. 

The group planning to work 
in state and national war publicity. 
It has designed a poster for the 
USO’s music chest and the display 
| head for the USO’s news releases. 


is 


Flarsheim Gets Two; 
Yeidel Joins Staff 

G. C. Heberling Company, 
Bloomington, Ill., manufacturer of 
household products, and George 
Master Garment Corporation, Li- 
gonier, Ind., manufacturer of uni- 
forms and work garments, have 
appointed Henry Flarsheim and 
Staff, Chicago, advertising 
agency. 

Harry Yeidel, formerly editor of 
“The Harford Frocks News,” Cin- 
cinnati, has joined the copy depart- 
ment of the agency. 


as 


‘Cox Named Gen. Mar. 


Thomas O Cox 
pointed general manager of Excel- 
sior Life Insurance Company, To- 
ronto. Since 1932, he has been in 
charge of the sales organization of 
the company. 


has beeen ap- 


olive brushless shave. Starting July 
21 the show will be aired Tuesdays 
from 8:30 to 8:55 p. m., EWT, with 
a rebroadcast at 12:30 p. m. Ted 
Bates is the agency. 

P&G Adds Program 


Procter & Gamble has taken ove! 


sponsorship of “Pepper Young 
Family” over CBS effective June 
29. The dramatic series will be 
heard Mondays through Friday 
from 2:45 to 3 p. m., EWT, over 24 
CBS outlets for Camay. Pedlar & 
Ryan is the agency. 


“The Goldbergs” Shifted 


P&G has also shifted the time of 
“The Goldbergs” over CBS. Now 
heard over 56 CBS outlets Monday 
through Fridays from 2:45 to 3 
p. m., EWT, for Duz, the new time 
will be 1:45 to 2 p. m., Monday 


through Fridays, with a rebroadcast 
at 2:45 p. m. Compton Advertising 
is the agency. 


New Show for Camels 


Starting early in October, R. J 
Reynolds Tobacco Company will 
sponsor Abbott and Costello in a 


show of their own for Camel cigar- 


| supplement 


- 


ets. Network and time of the new 
show have not yet been settled. Wil- 
liam Esty & Co. is the agency. 


‘Chicago News’ Makes 
Roto, Comics Tabloid 


Chicago Daily News will change 
its Saturday photogravure section 
from standard to tabloid size effec- 
tive July 11, and is also switching 
to tabloid-size color comics. 

The first issue of the News’ tab- 
loid roto section will be a special 
devoted to air raid 
information, with the material 
being furnished by William Stone- 
man and Helen Kirkpatrick of the 
newspaper’s London bureau. 


‘Sentinel’ Is 105 


The Milwaukee Sentinel cele- 
biated its 105th anniversary June 
27 by carrying on Page 1 a brief 
summary of the history of the 
newspaper, which was the first 
daily in the Northwest, with the 
exception of the Chicago Journal, 
now out of existence, which ante- 


dated it by a few months. 
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changed, and as a consequence it is | stationery, writing materials, pens | country, which now employs over | registered from year to year, but 
a marl al $ {1} believed that the program will be /and ink. (1,000 people and has made Kansas |also because the Hallmark card jyas 

| 


the only sponsored show on the air| Dealer material is built around a|City the “center” of the greeting | managed to achieve a public acc; 


Dt- 

‘comprised completely of service| window piece which embraces a | card industry. But, in common|ance as a quality card which no 
Sponsor All-Navy personnel. Permission to sponsor | Miniature stage showing the whole | with other manufacturers in this|other greeting card has matche 
the show was forthcoming from |“Meet Your Navy” cast, and in| unusual business, they raade no use | Gains Public Acceptance 

“— Washington primarily because the addition there are counter and win- of advertising, feeling that the 

f h Navy was interested in guarantee-|dow signs, suggested dealer adver- | cards sold themselves, and that it| Despite the fact that a gree: ng 

us aining OW ing the show a definite time and/|tisements and other merchandising | was not particularly useful to|card must be completely turned 

place on the air, and secondarily,| aids. Announcement copy on the attempt to build up any quality |over in order to find the mak: »’s 

because the merchandising plans|show will be run on the radio trade name in the field. name, in very fine print, on ‘he 

body, “the banjo king.” The pro- | developed by Hall Brothers will aid pages of the 93 or more cities in | Pioneered in Advertising back, Hall has found that more 

gram, which has appeared over | greatly, it is hoped, in developing| which the program will be aired, | than twelve times as many pe: le 

many Blue stations and over others ‘the volume of mail to the armed|and the whole campaign will be Three years ago, however, in the;are familiar with the Halln 


(Continued from Page 1) 


through transcriptions which have |forces—a factor which military men|merchandised to dealers through | first national advertising move by |name now, and accept it as a gv r- 
been supplied without charge by|consider as highly important in the pages of Department Store|any greeting card manufacturer,|antee of greeting card value, t in 
H. W. Kastor & Sons Advertising | maintaining morale. Economist and Women’s Wear|Hall Brothens decided to test the was the case before adverti g 
Company, is built primarily around a Daily. - value of advertising in a limited! was begun in 1939. 

the 200-voice choir directed by Lt. re ' The expansion of advertising|way, and put Tony Wons on a Incidentally, the greeting c rd 
Comm. Hjalmar Hanson of the chap- | “Keep ’em Happy with Mail” is which sponsorship of “Meet Your | limited number of stations. Results|business is peculiarly depend nt 
lain’s corps, the 50-piece post band, ; ine keynote of the promotional | Navy” will entail for Hall Brothers | were so good that the company has|upon women, who are estimated to 
and a rhythm orchestra, with spe- effort which Hall Brothers will put| marks another high water mark in | continued advertising without a|buy at least 90 per cent of all «.¢ 
cialty acts filling in an unusual | behind the program, and while|the Alger-like development of the | break, increasing its coverage each| cards, except possibly at Christn 4s 


variety show. All of the talent|commercials will naturally suggest | Kansas City greeting card business. | year, and giving up the Tony Wons| time. And, also incidentally, Chri + 
consists of Navy personnel, and|that a Hallmark greeting card can | Hall Brothers was founded some 30 | show in favor of the “Meet Your | mas cards will be on sale in deal 
since the Great Lakes Naval Train- |help, they will also urge other| years ago when J. C. Hall, the| Navy” broadcast only because it|shops earlier than ever this ye r 
ing Station, where the program|forms of communication with the | president of the company, and his | believed the Great Lakes show was because most of those addressed } 
originates, is constantly feeding | armed forces, including letter writ- | two brothers, R. B. and W. F., who |} | practically made to order for its|men in foreign service will have 
men into the fighting fronts, mem- | ing, gifts, etc. All of the thousands ‘had been operating a small book | needs. be mailed by October in order ¢ 
bership in the choir, the band and |of Hallmark dealers will be set up! store in Nebraska, descended upon The Hall brothers themselves, all| arrive on time. 
orchestra changes with great ra-|as “headquarters” for the “Keep | Kansas City to determine for them- | of whom are still active in the busi- Remember—it’s only 176 days 
pidity, sometimes as many as one-|’em Happy with Mail” drive, and | selves whether they could produce | ness, and Charles C. Culp, who is} Christmas! 
third of these groups having to be|they, too, will be told that their | their own greeting cards instead of advertising manager and in charge iia F 
replaced every week. tie-up with the campaign need not having to import them from abroad. | of editorial operations, know that’ Montgomery Ward Sues 
When Hall Brothers takes over | stop with the sale of greeting cards, | They decided they could, and|advertising has been valuable to ‘Busi Week’ $ 
sponsorship of the program, its|but can continue successfully into |through the years built the largest | the company, not only because sub- on usiness ee tory 
successful format will be eno (ates fields, such as the sale ofiorganization of its kind in the|stantial sales increases have been Montgomery Ward & Co. a)- Th 
nounced in Chicago last week tht tic 
it had filed a $1,000,000 damage su't 
against McGraw-Hill  Publishirg 


The Outstanding service company.,in Se Geleent Gite 


| The suit is based on the story, 
“Steelman Stymied,’” which ap- 
peared in the May 23 issue of Busi- 


* od /ness Week, and which discussed 
ab Ver ISifil labor problems and policies at the 
mail order house. i 


According to the 
Montgomery Ward action, the arti- 
| cle was “false, libelous, malicious 
/and defamatory.” 


for which the Snapp Award was given een. 


to Take OPA Pos 
to Barbara Daly Anderson _ Victor Ratner, nadia and 


| promotion director of Lord & 
ao New York, has resigned to 
e - + ‘i | become special _ assista 

Director. The Parents’ Magazine Consumer Service Bureau \ Gases af Ue ecu ae 

| Office of Price Administration. 
| Mr. Ratner took a leave of ab- 
,sence from L & T two months ago 
to join the OPA. A decision to 
accept a permanent post with the 
government agency led to his resig- 
|nation. Before joining L & T last 
year he was promotion director of 
Columbia Broadcasting System, 
|New York. Th 


Mutual Billing 79% Up ful 
Over 1941's $2,979,881. 


Mutual network billing figures 
for the first six months of 1942 


Product Testing and 
The Parents’ Magazine 
Commendation Seal 


At the recent con- 
vention of the Ad- 
vertising Federation of 
America, Mrs. Barbara 
Daly Anderson, Direc- 
tor of the Parents’ Mag- 
azine Consumer = Ser- 
vice Bureau. received 
the Josephine Snapp 
Award which is given 


—_— — al 


The Parents’ Institute, Inc., publishers of 
Parents’ Magazine, established in 1938 the 
Parents’ Magazine Consumer Service Bu- 
reau, with Mrs. Anderson as its Director. 
to (1) handle its many requests from read- 
each year to the wo- Barbara Daly Andere ers for additional information about the 
man who has made the son, Director of the various trade-marked products used in 


outstanding contribu- Parents’ Magazine : @ 
tion to advertising. For Consumer Service homes where there are children, and (2) 
« “ Ss . 


what service was the a pe ad to advise the many manufacturers who ter"nepihe men the oman ton ey 4 amounted to $5,335,103, an increase 
award made? a ina. turned to Parents’ Magazine for counsel of 79 ee in cna, — correspond- 
regarding the development of such prod- fen 52.979 881 941, when the figure 
Building Consumer Confidence ucts. As a service to its readers and to con- Ie Billings for the month of June, 
Pa e P d + sumers generally who wished to know of Through the Month W ith 1942. also showed an increase, 
in Advertised Products products in which they might have confi- Parents’ Consumers ° Rescan amounting to $665,372, or 241% per 
About one-third of Mrs. Anderson's time is dence, and as a service to manufacturers | cent greater than the June, 1941, 
spent traveling throughout the country inspect- who desired such endorsement of their Oe Oe Oe Fe ee an keen chah | figure of $534,513. 
ing the plants of leading advertisers, studying products, the Parents’ Magazine Consumer ence Sake TESe seat ames to | let's | —— 
their research activities and learning their Service Bureau began making careful Prod- Neri of the factors that go into. Im the soap you buy - Sets Convention Date 
methods of quality control, for improving their wet Studies and awarding its Commendation Guile We eae our Ge ‘or es oo ty nt \Seviiania ton eal, Pen A Avestishen Tihihe oa x 
products and developing new ones. Every month Seal to products of high quality sanderds. ae J : ; : ~ = ents 8 ge ne Boge Ban | Advertising Distributors of Amer- 


in a regular department in Parents’ Magazine |ica will hold their annual conve n- 


In every case before the Seal is granzed. eS : tion July 17-19 at the Statler Hotel, 


she reports on her month's activities. Mrs, An- ; po 
a careful study is made of the product. The 


derson tells the behind-the-seenes facts to in- ‘ : . " ' sumer i Atlanta, ¢ | Clevel land. 
spire new confidence in national brand names, Product Study may consist of chemical, pa - ee od 

and show that advertising is indeed one of the biological or mechanical testing when nee- products sige alent four A 

greatest forces of modern times for elevating the essary. Testing is done for Parents’ Mag- ' 


living standards of our American families. Mrs. azine by the United States Testing Company " ; . be , SPOT BROADCASTING 

Anderson's department reaches not only 630,000 under an annual retainer. It is one of the ee os ‘ yoonge~ A, 

Parents’ Magazine homes, but also innumerable largest commercial testing laboratories. Or ou a conform to fined t 

Mothers’ Clubs, Parent-Teacher sip ornare and expert opinion of the product may be ob- ts cE mow fog ' permits spot budgeting 

other consumer groups who use the magazine a tained from outstanding. i ‘tial tet en | sumer education | 
' i sti g. impartial au- oa ; sumer educs to fit ea h me! 

a basis for svstematic study and = discussion. thorities; or a searching questionnaire may = s : tor Wing. A ' C market! S$ volu 


ily These regular articles and her speeches and 


P 
<i radio talks are Parents’ Magazine's unique pro- be sent out to a representative number of - 

‘ gram of consumer education to help increase users of the product; or use-tests may be * = = | | 
confidence in nationally advertised products, Of made of the product by a number of Par- — - — 7 = oe HOT SPOTS oT SPOTS 
this activity the Public Relations Counsel of one ents’ Magazine Consumer Advisors. : mieroon’s monthly Gape ertment fm Parente’ 
of the largest American advertisers has written: Large numbers of alert advertisers have panne ae a - ype tay 
“Parents’ Magazine is outstanding in taking a found that the use of the Parents’ Maga- vertisers do on their A wt of quality control | —- + sae | 
straightforward stand in reporting the construc- zine Commendation Seal increases public and pr t improvement—as a means of in- Nothing wasted on 
tive side of business—fairly and objectively.” confidence in their products and increases saeel ecdiechs te cas = neeneny siver Scacnenthadstal \ 

sales. Among the many prominent firms — —— — 
Consumer Relations and that have used the Seal on their products Meow te Secure the Surces's Servicce 
or in their advertising are: The American ’ eres 
Product Improvement Can Co. The Bendix Home Appliance Co.. Mrs. Anderson will be glad to consult with | Spnositu sPovs 
Affiliated with the Parents’ Magazine Con- Brown Shoe Co., The International Shoe ae ee es & go heen pibheaiis 
sumer Service Bureau, Mrs. Anderson has organ. Co.. Loudon I acking “0. Miles Labora- also be made for Product Studies which are pre. 
ized a corps of 1400 Consumer Advisors, typical tories, Inc., Pillsbury Flour Co., and the requisite to the granting of the Parents’ Mag- 


se ». » . J . : 
mothers living throughout the United States. Scott Paper Co. azine Commendation Seal. 


This selected group make “use-tests” of prod- 


‘ 
ucts whichethe Bureau is studying. They send in 
onmeiie pee pr dcr on the merits of P RE 9 | LAL 5 
eas ae of an pe emg to- | & COMPANY e 
4 gether with their descriptions of detects, if any. | ; 
> and their suggestions for improvement of the Ln) ? J . sh PAT TOR a hh. aa , r — NATIONAL STAT IN bg 
td thee wugsetons. for improvement of the 52 VANDERBILT AVENUE, NEW YORK | <<) sepaesenratives [im be 


valuable market data. CHICAGO ° BOSTON ° ATLANTA ° SAN FRANCISCO ee ee 
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ADVERTISING AGE 


| PHOTOGRAPHIC REVIEW 
OF THE WEEK 


July 6, 1942 


NIAA 'HANGS THE RATS' SURE-FIRE 
de 


Eugene Casey, special executive assistant to President Roosevelt, leads the NIAA 

conference opening luncheon in a toast to the President. At the left is Herbert 

V. Mercready, who was later elected NIAA president, and at the extreme right 

is Richard P. Dodds, advertising and sales promotion manager, Truscon Steel Co., 
and a past president of NIAA. (Story on Page |.) 


NIAA SPEAKERS DISCUSS WARTIME TASKS 


ry This sales-producing picture has been 
al i= The “Hanging of the Three Rats'"—staged originally as part of the war produc- used by eo ee hve for — he 
hat tion drive of New Departure Division, was reenacted at the NIAA war conference years and is being revived eagein this 
suit in Atlantic City, N. J., last week. month to boost the sele of one-pound 
ing packages of Nabisco graham crackers. 
rict Full-color reproductions are attached to 
KRUEGER DISPLAYS DEVELOP 'RELAX' THEME packages on display in food stores. 
ry, 
oa. WARTIME GREETINGS 
sed 
the 
the 
rti- 
lous Among leading spokesmen at the war conference of the National Industrial 
4°) ') 3e.3°) Advertisers Association last week at Atlantic City, N. J., were, left to right, 
deve Jo doe: Vernon H. Van Diver, manager, advertising division, Union Carbide and Carbon 
Corp.; W. Wilson Garey, research department, McGraw-Hill Publishing Co.; 
Earl L. Shaner, president, Penton Publishing Co.; and Alfred M. Staehle, pub- 
lisher, Factory Management and Maintenance. 
and 
& 
d to 
the 
sion, 
ab- 
ago 
1 to 
the 
»sig- 
last 
r of 
tem, 
This is one of two wall panels featuring direct color photographs to point up the 
Relax—and enjoy Krueger's’ theme adopted by Krueger Brewing Co. Panels and This self-displaying container shows the 
) full-color window displays were created and lithographed by Einson-Freeman Co. eight greeting cards designed by the 


Greeting Card industry to promote the 


current bond and stamp drive. An at- 
rures FIGHTERS COME FIRST tached album or envelope inside each 


1942 card will hold war stamps. The cards, 

rease retailing at 5 cents each, are being Above, left to right, J. T. Chirurg, president, James Thomas Chirurg Co.; C. J. 
ond- — oe — -- handled on a non-profit basis and have Symington, president, Symington-Gould Corp.; J. M. McKibbin, manager of sales 
igure been enthusiastically approved by the promotion and training, Westinghouse Electric & Mfg. Co.; and C. N. Kirchner, 


= “Give em Your Shirt!” Treasury Department tales promotion manager, Independent Pneumatic Tool Co. 
ease : COPY FOR AVIATION'S ‘VICTORY’ MARKET LAUNCHED BY BENDIX 


, per 
1941, 


ws the 


Spirit that 
will bquap Our Bows 
Ohm Time’ 


Second of a series of Pepperell Mfg. Co. ads, stressing the availability of civilian 


nT fabrics only after military needs have been met, will appear in the Aug. 3 issue This copy in Collier's, Life, and The Saturday Evening Post is the first in a new cycle for Bendix Aviation Corp. focussed 
T/ON of Life, to be followed by a similar message in the same magazine in Septem- on the rapidly growing market of young pilots, mechanics and other aviation workers created by the war. A new trade- 
ives Special consumer literature on the use and care of sheets has just been mark, "The Invisible Crew,” to appear in magazines and bus ness paper copy and on containers, will help develop a family 
ape? placed in distribution. H. B. Humphrey Co., Boston, directs the account. consciousness for the entire Bendix line of precision aviation instruments. Buchanan & Co. is the agency. (Story on Page |.) 
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ADVERTISING AGE 


July 6, 1949 


mn 


How to Make Posters 
That Will : 
Help Win the War 


Recommendations based on a study of Canadian War 
Posters by YOUNG & RUBICAM, Inc. for the National 
Advisory Council on Government Posters of the Graphics 
Division, Office of Facts and Figures, Washington, D. C. | 


THE INFORM 


Preparation of w 
glad to send a 


urer, advertisj o o 
, a 1Sin 
§ agency, or poster desioner 
> - 


YOUNG & RUBICAM, INC., ADVERTISING 


285 Madison Avenue, New York Cit 
CiiiCAGO . UeETROIT 


* SAN FRANCISCO . 


HOLLYWOOD . MONTREAL - TORONTO 
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